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N. W. AYER & SON 
NEWSPAPER ADVERTISING A 
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{RT IN ADVERTISING. 
BY H. C. BROWN, 


The late Hon. Wm. M. Tweed, of 
New York, was at one time the subject 
of art in advertising, greatly to his dis- 
gust. He is reported to have said: 
“> it! I don’t care what they 
write about me if they will only stop 
drawing pictures;” but Mr. Nast’'s 
pencil went mercilessly on, and Tweed 
died a fugitive in Spain. Hogarth 
drew seven sketches that did more for 
temperance in England than all the 
logic and all the eloquence that hac 
gone before; Matt Morgan’s crayon 








touched the throne of Great Britain, 
and the most staple government on 
earth felt the touch, and the Prime 
Minister cried out, ‘‘ Hands off!” 
Realizing, therefore, the potency of 
the pencil, it can be readily seen that 
art in advertising rests on a pretty 
solid foundation. So long as human 
nature is what it is it will continue 
to be moved by pictures. When bright, 
snappy text is added to illustrations 
you have a combination well-nigh ir- 
resistible. London Punch, which we 
are so fond of reading nowadays when 
we can’t go to a funeral, is a striking 
example of this, In its early days 
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John Leech made the sketches and 
Mark Lemon supplied the text. When 
Lemon died he left a sealed envelope 
In it was written: *‘ What is punch 
without a lemon?” 

It may be argued in this connection 
that the cases are not parallel : that art 
as applied to advertising differs from 
art as applied to literature. But the 
point I wish to make is that there is no 
reason why a man should not invest 
his product with as much brains in the 
one case as in the other. ‘There is no 
earthly reason why so much silly stuff 
should be published because it is for 
an ‘‘ad.”” He must bear in mind that 








it is not his own personal opinion to 
which he caters, but to the general 
public, and the general public are just 
as appreciative of a good advertisement 
as they are of anything else that is 
good. In your own experience you 
can remember many instances which 
were decided “‘ hits,” and you ought to 
know, if you don’t, that the same 
**hits ” meant large pecuniary gain for 
the men scoring them. Of course, I 
know that ideas cannot be had for the 
price of hob-nails or stinking mackerel, 
but a little trouble would save much 
that I see going absolutely to waste. 
Take a look, for instance, at this ‘‘ New 
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Era” sketch. It isa scene of domestic 
bliss, touching in its simplicity. Or- 
dinarily, people do not hang pictures 
flush with the ceiling, nor do they have 
thermometers with figures a foot high. 
Ihe gentleman in the chair i@afraid to 
rise, as he is only half: the size of his 
stove. The son evidently feels the de- 
pressing influence of this state of 
affairs, and is sad when he thinks of 
his poor mother waiting for some of 
Koch’s lymph. The boarder in the 
hall bedroom needs a new pair of legs, 
and the servant in the kitchen couldn't 
carry one of those 81-ton plates on the 
shelf if she got a whole new radiator 





for doing it. In art, correction of de- 
tail counts. It is better to know a few 
things that are so than many things 
that are not so. 

The second sketch is produced by a 
competitor of the ‘‘ New Era” people 
Ihe distinguished success of the first 
picture made it impossible to think of 
anything original that would in any 
way be as good. The same artist has, 
therefore, exerted his ingenuity, and by 
removing the pictures and giving the 
hall-bedroom mana new pair of legs 
he has produced something radically 
different from the other. ‘The absence 
of the son and father from this picture 





is deplorable, and leaves us to sup- 
pose that the father died of drink 
and that his son is following in | 
footsteps. ‘lhe prayers of the con- 
gregation are desired for the poor lone 
* widdy.” 

My own personal taste favors the 
humorous as against the sketch that is 
“*strictly business.” That is to say, I 
like (occasionally) such a thing as the 
tramp giving a testimonial for soap, to 
the effect that he ‘‘ used White Russian 
Soap two years ago, and has never 
Macbeth has 
lately done some very clever things in 
a small way, which I have enjoyed 


used any other since.” 





immensely. The Cleveland Powder 
people got out some very good ideas 
last year, and so did the Williams Com- 
pany. Hollander, Gunther and _ sey- 
eral others have done notable work in 
Life and Harper's Bazar, This tend- 
ency to occupy full pages is evidently 
on the increase, and is good, but re- 
quires pluck, 

Mr. Appleton, of ‘‘ Hall’s Bazaar 
Form,” is a gentleman of rare artistic 
accomplishments and a connoisseur in 
what will please the ladies. He has, 
therefore, produced the following com 
bination, which I have never gazed 
upon but with feelings of admiration 


Sa 
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PASTE THIS IN 
HIS HAT. 





Sua.—* If you would be relieved of this mar~ 
tyrdom, buy me Hauv’s Bazak Form for 


“CHRISTMAS.” 











for the man who could put his name 
under it. His naive suggestion to 
‘‘paste this in his hat” adds to the 
effect, and Mr. Appleton should step 
up to the nearest bakery and take the 
biggest bun. 

On the other hand, Messrs. Ivers & 
Pond have recognized the existence of 
artistic carving. Their well-drawn 
figures and social atmosphere 
much to interest the young people who 
are lovers of music, and creates a decid- 


does 
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edly favorable impression. Mr. Gib- 
son used to have a weakness for small 
cuts of his piano about an inch square 
he used to decorate those two hundred 
and fifty dollar pages in the Century 
with a lot of them, but he knows better 
now. Edenia uniformly od, but 
the young man over there who gets up 
their baby talk has something yet to 
learn. Doubtless children make an 
easy channel through which to approach 
the mother, but it has to be done 
mighty well, and though he may not 
appreciate criticism just now, he 
probably will later on. Mr. Gunther 
shows what can be done with taste and 
care. 


is g 


my 








in 


is no harm 
claiming that art in advertising offers 
the widest latitude for successful adver- 


To sum up, there 


I do not, 
ot 
nor 


tising, generally speaking. 
however, underestimate the 
vell-written type advertisements, 
do I overlook the fact that what is 
good for one man is poison to another. 
But as you are in a business where ad- 
vertising is likely to be a factor, it is 


value 


well to consider all sides, bearing in 
mind that advertising is only an ex- 
pense if you choose to make it so. 


When properly done it is a great help 
in a thousand ways, and is surely of 
sufficient moment to do well. 





—— 


THE makers of fabrics, woolens, 
ginghams, etc., and indeed of every 
specialty adapted to general use in the 
way of wearing apparel, can, by per- 


sistent and _ systematic advertising, 
create as great a demand for these 
goods as dothe most successful ad- 


vertisers in other lines of business 
a fact which some manufacturers seem 
not to realize.—A, NV, Kellogg News- 


paper Co, 
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Suggestion for an Advertisement. 





Under this head we propose giving from time to time a sug- 
gestion for a pictorial advertisement. We shall not attempt to 
furnish a complete advertisement, but merely the skeleton idea, 
which our readers will be at liberty to turn about or adapt to bi 
their own purposes : 
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Gentlemen in Need of Clothing 


Should go to Blank & Co., who have just added a Fine Stock of Goods, etc. 
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ADVERTISING 
MAN. 


A BRAINY 


Artemas Ward, of Sapolio fame, was 
born and educated in New York, al- 
though long residence in Philadelphia, 
and a connection of sixteen years with 
the Philadelphia Grocer, has led many 
to consider him a Philadelphian. 

It pleases him to tell how he secured 
his engagement with the Enoch Mor- 
He applied to them 
for an advertisement for his paper. Dis- 
cussion led to better acquaintance. At 
a third call the idea of writing adver- 
tisements for them was suggested and 
declined, but led to his engagement as 
advertising manager, and soon to a gen- 
eral connection with its work. rhe 
business has very largely increased dur- 


gans Sons Co. 


ing his six years’ attention to its in- 
terests. 

As an advertising writer he is well 
known, his Sapolio proverbs being sec- 
ond only to Solomon's in wide pub- 
licity. He declares that the patience 
and effort involved in studying four 
thousand pages of proverbs, many in 
their original languages, really deserve 
more praise than any talent displayed 
in wording or adapting them. As a 
dispenser of advertising, he has gained 
a reputation for absolute secrecy in 
regard to rates, and of good faith i 
dealing with In these two 
points he has probably no equal in the 
field. 

The advertising of 


agents. 


Sapolio is very 


diversified. Its varie ty of methods 
has rarely, if ever, been exceeded. 
Ihe street cars of every city in the 


United States display its proverbs, but 
so do those of Calcutta, Rio, Valpa- 
raiso, London and even Nagasaki. Its 
pamphlets are very effective, and are 
even printed in Russian. Its bill-post- 
ing includes countless wordings and 
sizes, from the gutter snipe to great 
posters, which rival those of the cir- 
cus men. 

An enthusiast in regard to advertis- 
ing, Mr. Ward is ever ready to discuss 
a doubtful point, until those who visit 
his office wonder when he takes time to 
attend to the many commercial interests 
under his care—he replies that he be- 
longs to the labor union, and works 
16 hours a day and uses three phono- 
graphs dictating to the one in his din- 
ing-room after dinner and before break- 
fast. He discounts the merit of mere 


advertising writing, which, if not asso- 
ciated with capacity for general business 
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management, is of comparatively little 
value. We inquired, for our readers’ 
information, how Mr. Ward learned the 
advertising business, and received the 
following characteristic reply 

**Do you recall Paul’s personal rec- 
ord when he contrasted his labors with 
those of his contemporaries? I do not 
wonder at the errors of the majority of 
advertising dispensers, when I realize 


how little | know of the great work 
after seventeen years of hard toil Yet 
I take no back seat in the record of 
effort. I have kicked a Gordon press 


all day ; fed 32x44 sheets to the cylin- 
der half the night ; folded paper for the 
binder all the week; run the paper- 
cutter till the floor was knee deep in 
read proof to the composi- 
hour mid- 


trimmings ; 
tors until the ‘ lunch 
night was as usual as the noon-day 
meal; clipped for the pun hook and 
scribbled for the copy hook until they 
were full enough to justify one day's 
absence from the office; made ready 
on the press, overlaying and underlay- 
ing, and have stood over it all night; 
issued an eight-page illustrated paper 
the size of //arper’s Weekly, on an out- 
lay of $50 per week; corded up my 
own bundles for the American News 
Co. and got them back with my own 
knots in the ropes ; edited, published, 
addressed, folded and wrapped with my 
own hands a commercial paper mailed 
to all parts oi the world, which brought 
exchanges for years from India, China 
and even the Boer of the 
rransvaal ; run a country weekly with 
350 subscribers ; edited and published 
three rival grocery sheets in one city ; 
edited a 16-page illustrated paper, with 
a 100,000 issue ; devised, printed and 
filled every sort of advertising scheme, 
from the bills of fare and backs of the 
tickets of a restaurant up to the issue of 
cloth-bound volumes, doing most of the 
canvassing for them myself ; have read 
proof (generally by that painstaking 
method of spelling every word after the 
copy) in French, Spanish, Dutch, Ger- 
man, Portuguese and Russian; have 
been an employing printer, editor, pub- 
lisher, office boy and devil ; have em- 
ployed probably canvassers, and 
although I always tried to run an 
honest advertising medium, I have seen 
one of my canvassers hide behind the 
press when an advertiser came in ! 
know how hard it is to canvass for 
vertisements—how hard it is to get 
honest service from canvassers, or 
honest reasons from advertisers ; how 


” after 


presses 
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trying it is to bear the foolish assump- While he strenuously opposes being i 
tions of superiority on the part of tyros confounded with his phoneti name p 
and how difficult it is to devise a sake Artemus Ward, he is fond of te 

really telling advertisement t I do ing funny stories, and there is 1 , ' 
not yet know the whole advertising more yal « ple of the |} f 

business. I speak as a lo none wW 1 t wax works show than t 
knows it ; none ever will.” dividual who gives out advertising f ; 
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ARTEMAS WARD. 
Mr. Ward’s name is widely known Sapolio. He believes in the artick 
through its connection with the humor- he advertises He breakfasts wit 
ous lecturer, but he derives it from his Sapolio, he dines with Sapoli und he 
great-grandfather, Major-Gen. Artemas dreams of Sapolio. Sapolio is his Al F 
Ward, of the Revolution, and the sub- pha and Omega, and success t 5 
stitution of a ‘‘u” for an ‘‘a” is one crown the man who so thoroughly and 
of the little things that annoy him. emphatically believes in what he teaches, § 
: 
. 
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It would be idle to say one word of 
praise of the advertising of Sapolio. It 
speaks for itself. It may be criticised, 
but criticism often springs from jeal- 
ousy, oftener from incompetency. suc- 
cess has fixed its seal to the methods 
and to the article; but Artemas Ward 
is something more than an advertiser, 
he is in absolute contact with the entire 
of the house. He can tell 
you all about Sapolio in New York, 
New Orleans, Denver, San 
Honolulu, New Zealand, Australia, 
Japan, the Strait Settlements, India, 
Cairo, St. Petersburg, Lisbon, London, 
Edinburgh, and even Killarney, where 
he worshipped at the shrine of the 
Blarney stone in the interests of Sa- 
polio } 

Few men who dispense advertising 
in this country, or for that matter in 
any other, so thoroughly realize the im- 
portance of their position as Mr. Ward. 
Not that he conceives his own import- 
ance, but that he realizes the responsi- 
bilities which are carried with the distri- 
bution of over $300,000 a year. A mis- 
take means considerable loss to his own 
prestige and to the profit of the concern 
which he represents. It is through the 
conscientiousness with which he spends 
other people’s money that Mr. Ward has 
In many 
respects he is regarded as a crank, but 
his crankiness may always be traced to 
I earnest to serve those who 
employ him. In this 
wholesome element in the advertising 
world. 


business 


k rancis oO, 





achieved his great successes. 


1is desire 
respect he is a 


His regular contribution to PRIN- 
TER’Ss INK, under the now familiar 
heading of ‘Stray Shots,’ has been 


one of the paper’s most interesting and 
valued features. 

+o 
VERSUS RURAL 
VERTISING. 


URBAN A D.- 


of advertising ? 
many; a 


Who studies the art 
It has been a golden road to 
pitfall to still greater numbers. It has 
a history, for it has a past. It has 
laws, not merely office rules regarding 
position, display and but 
furdamental which govern its 
Who searches for them as the 
devotee of science does in his studies ? 
None of us, I fear—certainly not those 
who advertise for positions an.! claim 
that they know the entire business ! 

¥ x * ” oa 


disc unts, 
laws 
existence. 


The census is the foundation stone 
advertising 


of real study. lo-day 
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brings before me the valuable address 
of Andrew Green regarding the pro- 
posed consolidation of New York and 
Brooklyn. The comparisons which it 
makes between the United States of 
the past and of the present, and the 
estimates figured out for the future are 
vital in their relations to any attempt 
to reach the entire population through 
any method of advertising. 
* x 
In 1780 only four per cent of our 
population dwelt in cities ; in 1840 only 
eight per cent; in 1860 sixteen per 


cent ; in 1890 twenty-five per cent. It 
is evident that advertisers in the days 
of ‘*S. T. 1860 X.” had to look to 


the rural population more than their 
successors of to-day. Evident, 
that certain forms of city advertising 
acquire increased value as urban popu- 
lation swells. The  bill-posting of 
England, in volume, rate and impor- 
tance, is far above that of the United 
States. The dense urban population 
accounts for it. 

* * 


too, 





* * * 


Probably one-half of the people of 
our wide country will dwell in cities 
within the life-time of some now living. 
In all past history the rural forces have 
dominated. The theory has been that 
the rural districts are the nurseries of 
races, the reserves of national forces, 
the sources of general wealth, holding 
in final arbitrament, by greater numeri- 
cal strength, all issues affecting their 
peoples. Our progress has been the 
same, but it is evident that the urban 
population is increasing much more 
rapidly, and, controlling as it does all 
the machinery of diffusion and concen- 
tration, may, in combination with those 
suburban residents whom it directly in- 
fluences, soon hold the ultimate power. 
These, substantially, are Mr. Green’s 
views. 

x * x ¥* * 

How directly this bears on the ques- 
tion of advertising! Look back at the 
days of 1860, when great circulations 
were few and far between, and compare 
them with to-day, when you can reach 
over half a million families (or three and 
a half million readers) by advertising 
in two daily papers, or, by inserting a 
card in two weeklies, enter by mail the 
doors of over one million regular sub- 
scribers ! Che field widens and the 
work simplifies itself. The profit has 
doubtless grown more narrow, but the 
cost of reaching the public has lessened 
lar more 
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With the growth of the cities new 
demands have arisen—new avenues of 
consumption have been opened. The 
farmer can exist without using articles 
manufactured by others, but the dweller 
in the town is not so independent. 
\rtificial aids must support his artificial 
life. He must go to others for most of 
his supplies. He is urged forward by 
the high pressure of city life to such 
an extent that he welcomes the sign- 
posts of advertising which direct him to 
the satisfying of his needs. ‘hey save 
his time, and that to him is money. 
They save him thought, and he is 
tired, 


x * * * 


Evidently the urban population is 
getting the upper hand. Its idle mem- 
bers spend the summer in the country. 
The country cousins visit the town. 
Railways make the interchange so easy 
that the remotest corners of the land are 
leavened with city fashions, ideas and 
temptations. Immense populations lie 
directly adjacent to the cities, and one 
can travel the ninety miles from New 
York to Philadelphia almost without 
losing sight of gas-lighted streets. 
More than all other things, in its di- 
rect tendency to unify the desires of 
city and country, the newspaper press 
spreads its influence over the whole 
land, and the cottage strives to follow 
with its slender means the fancies of 
the city home. 

* ¥ * * 

Stop! The theory runs away with 
my pen. Let us come down to plain, 
matter-of-fact questions. How much 
money do you spend in Kansas City? 
What proportion of your outlay is al- 
lotted to Pittsburgh? And why? Can 
you reach the population of Ohio best 
by use of newspapers only? Can you 
afford to send travelers into four-fifths 
of the area of the United States where 
the population is less than forty-five to 
the square mile? Is wagon work 
practicable in near-by but mountainous 
Pennsylvania as in far-off but level 
Iowa? Do your goods bid fair to do 
better or worse as the cities gain on the 
rural sections? Like the man in Dick- 
ens: ‘‘ Ask me some more questions— 
some more hard questions !” 

ARTEMAS WARD. 

THE newspaper can save clerk hire 
and the soiling and spoiling of goods 
in the showing of them by telling cus- 
tomers beforehand just what you have. 
-—Nashville Banner. 
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“PEGASUS AT THE PLOW.” 
We'll have to change our ture, O Muse! 

We're getting out of date ; 


We'll have to hustle up in line 
The world has changed of late. 


We'll sing no more of balmy spring, 
And brooks, and birds, and bees ; 

We'll draw the line on summer, too, 
With hammocks, girls, and ease. 


Although these things make pretty verse 
hey are not worth a cent 
To business men of every day 
On money-making bent, 


Then let us sing of something that 
Will help them every day: 

Let's sing of grimy printers’ ink, 
That's always sure to pay. 


Let's tell them how to write an ‘‘ad.,” 
And where to send it to; 

Let’s tell them of the mighty work 
I'hat printers’ ink can do. 


Let's let them know that nowadays 
I'he business men are wise 

Who constantly, judiciously 
And boldly advertise. 


Thus will we gain the gratitude 
Of those who heed our rhymes ; 
And then, besides, we'll show them that 
We keep up with the om s. 
. S. ANDERSON, 
-o 


HANDLE FOR ADVERTISING. 

The individual or firm about to put 
a new article on the market must re- 
member that, in order to sell the goods, 
considerable money must be expended 
in advertising. The art of successful 
advertising is a fine one, and an appro- 
priate name with a handle is very de- 
sirable. At present there are a score 
of lamps, each make being warranted 
to outshine all others. I have in mind 
a new style, made expressly for this 
article, which I shall cail the ‘‘] iberty 
Lamp.” When I am ready to adver- 
tise it extensively it will be mz nipul ated 
by the handle he: aiding the advertise- 
ment, ‘‘ Liberty Lights the World.’ 
Here is a ‘‘catch-eye” phrase. For 
illustration, the ‘‘ Liberty” lamp will 
rest on a sphere, the powerful rays shed- 
ding light around the globe. And 
this is not all. As a substitute for the 
‘ primer,” an artistic little manual en- 
titled ‘Lights of Liberty, '76~'go,” 
will outshine all rival efforts. Just 
imagine the artist’s glee in preparing 
the illustrations—I can’t describe it. 

>. H. PowEL! 


XANTIPPE advertised he + felling with 
her tongue ; the wise business man ad- 
vertises his merits with printers’ ink 


—-H. B. King & Bro. 
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PIONEER ADVERTIS- 
ING SOLICITOR. 


THE 


J]. J. Richardson is a native of Ver- 
mont. Ata very early age that Yankee 
gift that may, for the want of a better 
name, be called a genius for trading, 
showed itself. His elder brother, D. 
N. Richardson, went to Davenport, 
Ia., in 1855, and four years later the 
subject of this sketch entered the 
Davenport Democrat office as a com- 
positor. After three years he took the 
position of foreman, and held it fora 
year. Newspaper publishing in those 
days was uncertain. The almost in- 
evitable, critical hour came, and either 
the sheriff must step in and the pro- 
prietors go out or the revenues in- 
creased. At this time the services of 
the foreman came into play, who de- 
cided upon the course which has made 
him famous from Mexico to Maine. 

At this time the custom of soliciting 
advertisements, now so common, was 
uncommon indeed. There was com- 
paratively little advertising done, and 
that in an unbusiness-like way. His 
first experience was with the merchants 
of his home, and he made customers 
of nearly all of them, and the effect 
upon the sinking sheet was surprising. 
His initial trip from home as a solicitor 
took him to Chicago, where he met his 
first and also his last failure at the 
same time. And right here it should 
be said that the secret of this man’s 
power lies in his never knowing when 
he is beaten. Foiled at one point, he 





quickly appears at another. His re- 
sources are infinite in the way of 
changes and unexpected attacks. One 


who has known him for ten years and 
studied him that Mr. 
Richardson is more of a surprise to-day 
then first met. Like a 
woman, he flashes from one expedient 
to another. 

Asked how he does this or that, and 
he is unable to tell you. He is a quick 
and true judge of men. He gauges 
the possibilities almost intuitively. 
There are no chances about his means, 
and there is method in all his ways. 
They have not come to him by luck. 
He spends more time in preparation 
than most men in execution. He 
anticipates with a true aim, and is not 
turned from He studies 
jonger how to meet an emergency and 
to overcome any influence that may be 
in the way of his object than one man 
i thousand. The attention of an 


ck »sely says 


he was when 


his course. 


ina 
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advertiser once secured, the zealous 
jurist could not further the interest of 
a client with greater force, resource or 
plausibility. his explains why he has 
done well in his with 
strangers ; how he has persuaded them 
to accept his view of the case. If 
there ever was a mind reader—one 
who can tell the thoughts of another 
without the sense of touch—that man is 
Jenness Richardson. This remarkable 
gift or faculty cannot be described ; 
but its possession will not be denied 
by any business man who has been 
brought in contact with him. 

But he tried Chicago again, and this 
time was more than the 
result achieved. In the fall of 1864 
he saw New York for the first time. 
While he had some doubts about the 
results, he had none about making the 
effort. Unknown, without experience, 
representing a paper never heard of by 
those with whom intended to do 
business—but his were richly 
rewarded. Some other man might have 
acted as pioneer, but no one did so 
until he had broken the way. Several 
times each year he visited the principa 
cities and manufacturing localities of 
the United States, and for many years 


so dealings 


satished with 


he 
efiorts 


the Davenport Democrat secured an 
immense patronage. No other paper 
on the American continent before or 


since, in a city not larger than Daven- 
port, has made such a magnificent and 
profitable record. Numbered 
his list of yearly customers were many 


among 


firms and business corporations of na- 
tional reputation. Among them may 
be mentioned A. T. Stewart, H. B 
Clatiin & Duncan, Sherman & 
Co., The Gorham Sterling Co., Meri- 
den Brittania Co., Waltham Watch Co 

Reed & Barton, Smith & Wesson, 
Washburn, Moen & Co., Dr. J. Hos- 
tetter, Dr. J. ¢ Ayer, Dr. J. H 

Schenck, Jeremiah Curtis & Sons, 
Joseph Burnett, John I. Brown & 
Sons, and scores of others. Several of 
the heads of these houses became the 
personal friends of the peerless pioneer 
solicitor, and more than one of them 
endeavored to secure his services, Fif- 
teen years ago there was no one in the 
service of a newspaper—not even with 
the best New York dailies—who could 
command a larger salary. His atten- 
tion was not, however, confined to the 
great houses, by any means, for he has 
persuaded thousands of merchants and 
manufacturers unknown to the outside 
world to patronize his paper. 


Co., 
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After following this life on the read collecting one of the firest herds of Jer 
for more than seventeen years, Mr. sey cattle in the United States, and he 























Richardson was warned, by failing now occupies a prominence in this line o 
health, that he must desist It was his second to nene.  Ilis success has been : 

ambition after covering this country to hardly less than that he has achieved as : 

yo to I © don and Paris I] ha al yublisher l iter he ecame pres- t 
5 | I 4 
given not only his physical and mental, ident of the Davenport Gas Company ) 
/ / . 
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J. J. RICHARDSON, 

é 

but every energy and faculty of his Mr. Richardson would be unhappy 4 
mind and body had been centered upon if he had nothing more than his stock ae 
it. Had it not been for the splendid farm, gas company and newspapers to 4 
: . , ~ : . - 
equipment nature had gave him he look after. Newspapers is the word, by 

would have been compelled to stop at for he has united two of them, and they 
the end of the first five years. He are now published in the morning and 

sought partial recreation in farm life, evening editions, as well as weekly and Be 
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Sunday. The Davenport Gazeffe was 
one of the oldest and best papers in 
Iowa. From 1860 to 1880 it was re- 
garded as the most influential and most 
largely circulated daily Republican pa- 
per in Iowa, and it maintained this po- 
sition against strong competition in 
business. Five years ago Mr. Richard- 
son wanted this paper, and one morn- 
ing the announcement appeared that 
the Republican party of Eastern Cen- 
tral lowa was without an organ. The 
rival in business for nearly a quarter of 
a century had been turned to the ser- 
vice of the one man whom it had 
fought hardest. Mr. Richardson had 
made up his mind to give little attention 
to politics, and wished two dailies in- 
stead of cne. 

About this time he was chosen 
member of the Congressional Commit- 
tee for his district, and his personal 
friend, Judge Hayes, was sent to Con- 
gress, to which he has since been twice 
elected. In 1888 the lowa delagation 
to the St. Louis convention made Mr. 
Richardson member of the National 
Democratic Committee, of which he 
was selected as one of the Executive 
Committee. He has devoted much 
time to both State and National poli- 
tics, and, somehow or other, success has 
almost uniformly been on his side. 

——- 


SCRAPIANA. 


PRINTERS’ INK’s request for an 
‘*article” is the cause of this. An 
indefinite thing is an ‘‘article.” I 
liken advertising to a man with a 
dozen children, all of them brought up 
in his profession. No two of them 
are exactly alike, if they ave ‘‘all in 
the same boat.” One cannot talk of 
the father without jogging in a child 
or two or more, while the father will 
be kept in mind by the treatment of 
the children. So it was that I had a 
dozen lights in which to put the “‘ arti- 
cle.” I thought of ‘‘the condition of 
the employed advertisement writer,” 
‘*the relation of the selling person 
to the advertisement,’”’ ‘‘the condi- 
tion of St. Louis advertising,” ‘‘ of 
the use of types in advertisements,” 
and of a rumbling roll of unconnected 
fragments, which I could title ‘* fugi- 
tive thoughts,” or ‘‘scrapiana,” or 
something equally impressive. This 
not requiring very much of an effort— 
but this looks like an apology. 

# * ~ x 


When the average business man un- 
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dertakes to write an advertisement, he 
makes a mistake—he writes from Avs 
point of view. He doesn’t know how 
to write from the reader’s point of view. 
To the man who edits the hind pages 
of the Century are we indebted for 
this law, which, sad to say, is not yet 
fully appreciated and accepted by those 
concerned—the sellers. The writers 
some of them—do. I know of 
exception. Editor Carpenter, of 
St. Louis Lvening Chronicle—who 
isn’t a ‘‘ business writer”’ at all—in 
his advertisements of his own paper, 
inserted in his own paper, writes 
rightly. His advertisements are a 


an 
the 


deal brighter than some of the best 
protessional work. 
* 


* ” * 

This leads me to a kindred thought. 
Mr. Nugent said to me one day : ‘‘ It's 
all very well for you to talk this way, 
Baker, but a man to advertise dry 
goods has got to have had experience 
behind a counter, selling dry goods.” 
Rather a delicate thrust at me. I can- 
not agree with him. The knowledge 
to be gained in such a manner will, of 
course, be useful, but will it not taint 
one’s writing with one’s views as 
a seller? And that must be steered 
clear of. The woman who buys dry 
goods knows a good deal. That is 
what the writer must get—her know- 
ing. Her dry-goods education is dif- 
ferent from that of the clerk. The 
clerk knows the manufacturer, the cost, 
the degree of adulteration, the price, 
and a little of the use. The woman 
(though a nuisance often) knows her 
likes ; it is she who uses and knows 
from her using the goodness of this 
and the poorness of that—how to 
make use of this and that. The dry- 
goods writer must get his education 
from the woman; this is the founda- 
tion. The finishing touches—clerk and 
store knowledge—are gotten by associ- 
ation with those one’s business throws 
one in with. The writer combines the 
two—writing within and with the wo- 
man’s knowledge, throwing in a few 
unimportant ‘“‘trade secrets’’ as an 
appetizer. 

* * * * * 

Although not personally acquainted 
with Mr. J. E. Powers, I have some 
correspondence with him lately, Re- 
garding ‘‘style,” he wrote me, ‘‘ Too 
much is made of writing advertising 
It is a very simple matter. This 
struggling is what ruins it. Common 
language is the best advertising lan- 
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guage. Throw away altogether shop 
emphasis and shop exaggeration. Let 
it be tame and commonplace, but true 
and with a touch of humor now and 
then. Let the spirit animating it be 
always worthy of a good man and 
merchant—not petty—not avaricious— 
not self-seeking—not vain.” This 
carries another protest against shop 
talk 
x * * * * 

lo my mind, the model newspaper 
is (typographically) one entirely 
in ‘‘ old style.” Not the conventional- 
ized ‘‘old style” of to-day, but the 
type that fathered it. Not a letter 
of condensed or extended ‘‘ old style,”’ 
or of any display type whatsoever, save 
fonts of ‘* black Jetter” of the 
Caxton or Guttenberg order 
and some aged italics. Not even ** old 
style antique.” The general (world) 
news and the special (advertising) 
news would all be set in these types. 
My model paper would be pretty—it 
would be beautiful. 


set 


” 


a few 
original 


* * 

me how 
selling 

the St. 


It 


crude 


often occurred to 

is the average Western 
person. In an interview in 
Louis lic I took asion to 
attack what printers call ‘* stud-horse ” 
display, and compared, further on, the 
aver sales clerk to the stud- 
horse” advertisement. Some the 
clerks in the store took offense the 
comparison, Vanity of vanities! Sales 
clerks here lack—in the main run 

poiite conversational abilities, helpful- 
ness, agreeableness, patience, and are 
incapable of working in the spirit of 
any advertisement other than the “* stud- 
horse."" Some there are, truly, who do 
not fall under this indictment. Is it 
one of the results of the ‘* untutored 


West ?” 
* * - * * 


has 


pu occ 


PD 
epi 


of 
at 


St. Louis advertising is and St. Louis 
are the most old-fogyish 
of any of the big cities. 
not much better; but that 

St. Louis merchants do 
beautiful for the 
of doing of twenty 
years One or two are waking up. 
I here very, very little gor xd adver- 
tising done here. 

x 


advertisers 
and silliest 
Chicago is 
is outside. 
cherish a most 
dear 


love 
dead ways 
ago. 
is 
* * 
It is said that the big magazines re- 
ceived more manuscript last year from 
Louis, and rejected more than ever 
before. Is there any affinity of intel- 
lect between St. Louis writers of liter- 
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ature proper and writers of literature 
commercial ? 
* 


* * * * 


Everybody is familiar with the word- 
or-two-on-a-line-set-to - the-left adver- 
tisement of Ivory soap. Between the 
Wanamaker advertisements and this it 
question which most been 
imitated. I have seen seven or eight 
‘* imitations’ of it. There more, 
of course. The Sweeting ¢ Co., 
of Philadelphia, copied it almost word 
for word. A shoe in ¢ 
Starts out with (in the setting) 

here ittle danger of a poor 
article counterfeited. The fact 
that of the Streeter foot- 
form flooding the market 
speaks volumes of praise for the genu- 
ine,” etc. The advertising man of the 
Wm. Barr Dry Co., of this 
city (a woman), once or twice copied the 
form of the Daylight-Lamp advertise- 
ments, and previous to this the Chicago 
Vews prize advertisements of Mr. | 
A. Ri 


is a has 


are 
j 
ycie 


dealer hicag 
same 
1s 
beii g 
imitations 


shoes are 


Goods 


hards. 
% * * * 
to | 
variou 


How quick we relieve 
Rumor sly 
Wanamaker's adver 


are exag- 


put 


lising 


gerations., has 
the salary of 
man at $10,000, $12,000 and $15,000 
But I have it from good authority that 
it is nearer $5,000, Perhaps the ‘* good 
authority ” not a authority 
Last summer several of our department 
in Philadelphia, they went 


1S good 
heads being 
to Wanamaker’s and 
around by one of those in charge 
[his person informed the 


party that 
the ‘‘ advertisement man” got a salary 
ol $15,000. 


were shown 


It is an almost incredible 
salary. Perhaps the best way to settle 
the much-mooted but insignificant ques- 
tion is to let the gentleman himself 
have the floor. By the way, I } 
noted a weakness in his advertisements 
of late—they almost as poor 
Mabley’s (Detroit) and mine. Why is 
it? WILLIAM HENRY BAKER 

WHARF rats along the North River 
front between Rector and Liberty 
streets have adorned the blanks under 
the big painted advertisements on the 
sidings of the piles with many speci- 
mens of untutored wit. Under the 
flaming recommendation of a celebrated 
five-cent cigar appear in great black 
sprawling characters, the words: 
‘*Smok butts, they ar the best ;"’ and 
a little beyond: ‘* Try other + peples 
cigars, they ar the cheepest.”—A’. Y. 
Sun. 


ave 


are as 
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150,000 cop! 


A CHICAGO NEWSPAPER tion 
ENTERPRISE. 


as a trade-mark—ot 
The Blade has an excet 
Mr. W. D. Boyce, whose portrait ap- prosperous appearance, an 
wi spea arge amount 


y 
if 


issue, 


pears on this page, 
1€ part of its 


ls which Mr. Boy 


e method 


of ideas but a mar : succeeded ess a 
hand I 


in making 




















W. D. BOYCE. 

He is the proprietor of building it up are unique, and it is be- 
Sat- lieved will prove of general interest 

; he Saturday Blade is, in the first 

ndicates, a paper 


some income. 
two weekly papers in Chicago, the 
urday Blade and the Chicago Leé 
The latter paper is a recent purchase, 
while the former is only in its third vol- 
Notwithstanding its youth, its page 


‘*proved circula- be 


a 
place, as its sub-head i 
for the people It is issued in eight- 
form, the character of its matter 
that of the Elmira 


ume ; 


publisher claims ‘ing similar to 


i 





PRINTERS 


Telegram and Utica Saturday Gloti 
Sensational events that have occurre: 
during the past week are written up Il 
crisp, readable style and given catchy 
* scare-heads 

\ meritorious of t 
however, might be published for 
without much ot 

Mr. Boyce 


the oid familiar 


paper 


attaining 
did 
lines of 


time 
cess. not start ou 


pu 
Hei 


repre- 


prei 


cut rates. On the contrary, he 
his poper through newsboys 
active jitth 


many difierent 


has 0,100 Ot these 
towns 
to the 


them t 


inducements 


od 
his paper among eading pul 


lic more energetical 


complished in 


paper 


publisher 


i 

nakes two cents 
pape T 

It 


Dulld uj 


1s 


ir customers, and thus he is 


nt ast Vin ce the same as 


that 
honesty « 


might 

ntl 
Is obviated y 
every week to t 
so that i 


| 
sells 


where it 
the boy to be 

Such, in 
which Mr. vce 
circulation. H«¢« 
newspaper experience, 

inal with himself 
near Pittsburg and is now 
He went to Chicago from the | 
sity of Wooster in Ohio ten years ago. 
He staved there then went 

St. Paul the He 
started a weekly papet 
Winnipeg called the Commercial. | 
he went back to Chicago and went 
the patent-outside business. 

The Chicago Ledger, which has just 
been bought by Mr. Boyce, has been 
established for Ig vears. Heretofore 
it has been a story paper purely, but 
will now be altered to a news and story 
paper, and will be pushed on the same 


as Dbullt up his la 
has hi 


but his methods 


Be 
| consice 
He was born 


29 


32 years old 


niver- 
“ar and 


Ne 


ot 


one ve 


to and rthwest 


his own 


lines as the Saturday Blade. 
oe 
THE newspaper can dothe work in a 
day that a hundred most efficient and 
active salesmen cannot accomplish.— 
Nashville Banner. 


kind, teat 


to bring a re 
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NATH 


cards, 
work o 


Catalogues, circulars, 
veities, lit 


nad cir ed 


though their va 


eir quality 


, whether 

shes the 
successiul 

te advert 
egitimate Vspaper 
f the articl 
lany ulity 

newspaper ad 
product of tl 


presses 


othe 
eliever th al 
No matter how n 


I itter 
lewspaper advertising the adver 


rin m 


may cent of 


dao. ne 5 per 


catalog 


ring 


Cases V re 1 ir an 


vertising themselves | 
adec 


uals 
ju 


The 


the catalogue to 


{ I rmation, and the newspaper 
advertisement to Inake people nad 
produces the 


success! 

g combination 

ing about color wl 
Nom 

engraving ma 


be 
not] eople 


Is someti 


attracts altention itter how a 


tistic the fine steel vy be 


no matter how much it may praises 
y the critics—the general ri 
will stop to look ata fairly well executed 
piece of color work when they would 
pass by with hardly a glance the finest 
artistic production in black and whit« 
Following advertising 
letter-press printing and lithography 
comes the so-called advertising novelty 
which, if of 1 
iable to be an excellent means of in- 


newspaper 


al use and well gotten up, 
18 
direct advertising 

By desultory advertising I refer al- 
most entirely to advertisements in that 
class Of publication known as the pa- 
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per without paid circulation ; to adver- 
tisements encirclir maps and charts ; 
to advertisements in unofficial time 
tables, and in other matter supposed to 
be hung up in conspicuous positions. 

Few, if any, of these pay the adver 
tiser one quarter of one per cent of his 
investment. 

There are occasional exceptions. The 
advertiser can better afford to take none 
of these doubtful mediums than to give 
the time to pic k out the very few grains 
of wheat scattered among a conglomera 
tion of chaff 
In speaking against these desultory 
publications I base my cbjection upon 


ig 


fac to-ex pe rience. 

I am not a 
copies. 

There was a time when a newspaper 
was somewhat benetited by sending 
sample copies in enormous numbers. 

hat idea, well the chromo- 
premium one, has become threadbare 

The best public ations of the day are 
spending their money in making people 
buy trial subscriptions in preference to 


believer in sample 


as as 


giving free ones, 

Almost any publisher of any class of 
publication will give any reasonable 
number of his publications to any one 
who will guarantee to sell them at the 
regular price. 

rhe public is getting over any appre- 
ciation for that which costs it nothing. 

[The New York World never 
out sample copies ; consequently I will 
use that paper for an example. 

Supposing an advertisement in that 
paper comes to a hundred dollars, and 
that the paid circulation of the World 
is 250,000 copies per day. 

Now, let us suppose that the World 
proposes to send out 250,000 copie S as 
samples by simply forcing them upon 
the people unasked for, and without 
their consent. 

Understand that the sample-copy 
edition of the Wor/d is in number and 
quality equal to the paid edition. 

My opinion is that the same adver- 
tisement for which is paid $100 in the 
250,000 paid-for edition of the World 


sends 


would be worth not exceeding $25 
in the 250,000 free edition of the 
World. 


When a man or a woman pays one 
cent or thirty-five cents for anything, 
from the penny daily to the illustrated 
magazine, he or she is obliged to make 
necessary effort requiring an expendi- 
ture of a definite sum of money, no 
matter how small ; consequently it is to 
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be presumed that the buyer desires that 
which is bought, and that the whole of 
it or a part of it will be read more or 
less thoroughly. 

Actual experience has, however, con- 
vinced me that sample copies of trade 
papers sent to business men have almost 
as much advertising value 
tained in the advertising col 
paid-for editions, providing, of course, 
that such sampl 


as 1s con- 


mns of 
copies contain first- 
class matter of business interest 

Actual experience has taught me that 
a discount of about go per cent should 
made on | 


any statement made 
advertising in 


anything else 


xe by a 


canvasser before any 


map, chart, gilt paper, or 
which not 
and subscription | 


does have a bona-tide sale 


St. 





Chere is hardly a printing office ir 
any large city which has not dumpe 
into its waste-paper boxes hundreds 
and thousands of maps, charts a1 
the like, never called for and never pai 
for by the oily-t ng ed advert sing can- 
vasser whose honesty could be consoli- 
dated into a microscopic whi 
only the Lick te escope could hope to 
discover in mid-day 

This peculiar cosmopolitan, who is at 
home everywhere except at s own 
home, calls upon the advert H« 


shows a letter from some large railroad 


corporation ot express company, signed 


by some official, by which permi 


ss1on 1S 


given him to hang up his maps or 
charts at every station or office under 
control of the company. ‘There is 





question about 
canvasser 
the official, guarantees that, say, 10,000 
copies will be printed and circulated, 
that every copy will be mounted upon 
cloth and hung up in 
places. ‘The canvasser calls upon the 
printer, pays him $50 down, gets him 
to print 10,000 copies under the ag 

ment that the canvasser will pay the 
balance upon delivery. The $50 down 
appears to bea guarantee of good faith. 
It takes considerable time before the 
credulity of all the printers has been 
exhausted. Part of the printers can be 
fooled all of the time. 
then requests the printer to let him have 
about 50 copies of the map or the chart 
upon making an additional payment of 
about $25. These copies he takes to a 
map mounter, where they are mounted 
in first-class shape. With a map under 


the permission. lr} 


[he car not 


has vasser, 


conspicuous 





Ihe canvasser 


his arm and a certificate from his printer 
that 10,000 copies have been printed, 
the canvasser calls upon the advertisers 
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and generally collects about 75 per cent 


of the money due him. The printer has 
$75 and 9,950 maps. 


[he canvasser has 
money 
Ihe can- 


5 per cent of the contract 
The advertiser has nothing. 
vasser shaves off his moustache and 
tries it again. 

I do not believe in city directory ad- 
vertisements, with the exception of out 
side cover spaces anda few conspicuous 
inside positions, 

In first place, city « 
have about ten per cent of the circula- 
tion they are supposed to have. In the 
second place, the majority of the ad- 
vertisements are grouped together in the 
back. In the third place, a city direc- 
tory is handled in a hurry. 

rhe statement made by city direc- 
tory that their books 
studied is true only so far as it refers to 
the legitimate reading matter part of 
them. A city directory is like a diction 
ary. Only a given part of it is re- 
quired at a time, and only that part 
seen. 

Place a piece of thin paper between 
the leaves of any city directory, and 
see how long it will remain there before 
Even a five-dollar 


the ectories 


Canvassers are 


any reader finds it 
bill is comparatively safe, and if it is 
placed among the advertising pages it 
may be shelved with the directory after 
the year is out. 

Do not understand that I believe poor 
advertising may not bring some return. 
An advertisement the inside of a 
hat-band may be seen, but it would not 
be worth paying a great deal for. 

Poor directory advertisements are 
worth something, but they are not 
worth anywhere near the price charged 
for them. 

I propose to class advertising space 
in telephone books, so-called blue books 
of gratuitous circulation, pamphlets 
containing hack and herdic rates, lists 
of express offices, free-gratis cooking 
recipes, and books and pamphlets of 
like nature, under the head of general 
desultory advertising. At very low 
rates cover positions may have certain 
value, but inside space is worth about 
as near to next to nothing as can be 
without being nothing. 

The advertising pages in trade direc- 
tories of acknowledged character are 
liable to be of value. The shrewd 
business man in search of some busi- 
ness commodity is quite likely to run 
through the advertising pages of the 
leading trade directory of his line. 

There are trade directories and trade 


on 


INk. 2 


rhree-quarters of them are 
the other worthy 
of serious considerat 


dom more than one leading directory in 


directories. 
worthless ; quarter are 


son : 5] 
ion, here 15 Sel- 


any line of business ; the second or third 


best is generally pretty poor n 


aterial 

That which costs the reader nothi 
is very liable to be worth about as much 
to the advertiser. 

A handsomely executed chart or map 
with the advertiser's name and business 
the entire Atlantic Ocean, 
en hung in the adver- 


occupying 
looks very wel 
tiser’s office, and might do the adver- 
tiser some good if it was hung in a few 
other offices. 

The canvasser 
hung up. Did it « 
how few of them are hung up in your 
office, and that you are made of about 
the same kind of dust that was used in 


says his maps are 


ver occur to you 


the construction of other fellows ? 

If you w 
ments to adorn your walls, what reaso 
to believe that any one 


ill not allow these advertise- 


have you elise 


is less wise than you are ? 

Ihe best rule, and the only rule to 
belie ve, in 
nothing of doubtful character—to stick 
to the newspaper the legitimate 
product of the printing press, with such 
few additions as will appropriately fit 
into your business. 

Do not make the fatal mistake that 
newspaper space is not merchandise. 


follow is, I to advertise 


and 


Buy new Spapt r Space as you would 
buy corn or boots and shoes, It is 
just as much of a business commodity 
as is anything else which assists and 
makes trade. 

The strength of the newspaper ad- 
vertisement has never been measured. 
Ihere is no scale big enough to meas- 
ure it. 

The fortunes of business have been 
made through the assistance of the 
newspaper advertisement, and so long 
as business is run upon business prin- 

the value of 
newspaper advertising and of printing 
and lithography be recognized and 
utilized. 


ciples, just so long will 


aad 

SUPPOSE you are on a train going 
from Reading to Philadelphia. The 
thought strikes you that while in Phila 
delphia you will purchase a few articles 
for the folks at home. The names of 
one or the other of Philadelphia's great 
advertisers immediately enters your 
mind and you buy what you require at 
an establishment about which you have 
read frequently.— Reading (Pa.) Fagle. 
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BUSINESS PRIMERS. 


A writer in PRINTERS’ INK attributes 
to me the business primer ; he says i 
have made it mine by the extensive use 
I have made of it. 

I am pleased with the compliment ; 
but, if | may, I want to express the 
opinion that making a hundred or two or 
three is of no account, but that making 
one good advertisement of any sort is 
an important service, not to my client 
alone, but to the business world ; for 
good advertisements do not abound. 

To stick to the subject, however, 
what is a business primer for? 

There are other uses; the principal 
one is to supplement advertisements. 

An advertisement ought not to try to 
do much more than get the reader’s at- 
tention and respect. He writes for par- 
ticulars. Then the primer gives the par- 
ticulars. 

Advertising space is costly. Perhaps 
I am trespassing on the hospitality of 
these columns if I say that an adver- 
tiser need not use much space, if he 
makes good use of it. All he seeks is 
attention ; surely that can be got with- 
out extravagance. 

Then comes the primer. It either 
satisfies or disappoints. It should be 
as easy and pleasant to read as it can 
be. It should be full, exhaustive 
and as short as it can be. It should 
begin with whatever comes first in think- 
ing on the subject. The parts should 
be separate ; every part full and short ; 
one after another in natural order. 
Pictures, if pictures help; no smart- 
ness ; no fine writing ; no trifling ; no 
lying ; plain, respectful, self-respecting, 
decent, honest business. And then 
** fine printing ” will spoil it nine times 
out of ten. J. E. Powers. 

chaeninsiiliinititiate 
THE APPEARANCE OF COPY 
IN TYPE. 


Many advertisers seem to think they 
have done well when they have finished 
the wording of the announcements 
which they wish to appear. What 
they have to offer is clearly expressed ; 
the language is grammatical, and there 
is nothing extraneous to the subject. 
But in actually putting out their notices 
they take too little care. 

I grant that if a man isa large ad- 
vertiser, compelled to change his read- 
ing matter every day, it is impossible 
always to be fresh or original, and 
some things are allowed to go which 
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a judicious writer, who had time to 
devote to the subject, could improve 
upon. ‘This would simply show that 
he was overworked, and that he ought 
to have some assistance. The saving 
in space thus effected would enable the 
additional help to be procured. 

But the bulk of advertising is not 
from houses which make daily changes 
They make them weekly or monthly, 
or at other short intervals. Perhaps, 
like the Royal Baking Powder, an ad- 
vertisement may run for years. In such 
cases, great care is needed. If twenty 
per cent can be saved in space—while 
the advertisement is really more effect- 
ive—it means toa concern which spends 
fifteen thousands dollars a year a sav- 
ing of three thousand, and to one that 
spends forty thousand dollars eight 
thousand a year. Half a dozen days 
of the best man around the place and a 
hundred dollars extra on the printer's 
bill can be well lost to do this. 

I am a great believer in preparing 
these things ahead, when circumstances 
permit. Suppose a new sewing ma- 
chine is to be brought out; a new 
baking powder ; a new parlor organ. 
When the inventor has the plans of 
his machine done, and they have been 


accepted by the company, work begin- 


ning immediately, it will probably 
be a year before the first one can be 
offered for sale. The integrity of the 
idea has nothing to do with it. Plans 
and drawings must be made, cast- 
ings obtained, machines for various 
processes bought, tools purchased, 
workmen taught and the machines 
assembled and tested. There is an 
abundance of time to prepare adver- 
tisements while this is going on. So 
with the organ and the baking powder. 
With these last, ten or even twenty 
per cent of their income could profit- 
ably be spent in advertising for the 
first half dozen years. 

In such cases, and in the case of a 
business already begun and fairly suc- 
cessful, time is nearly always to be 
had. Write out what you have to say. 
Put it in the hands of the typewriter 
and make half a dozen copies of it. 
Experiment upon it. Strike out words 
here and there and put in new ones. 
Be sure there is no ambiguity. Then 
consider your principal lines and their 
relations to each other. No printer 
can do justice to two or three great 
display lines next to each other. They 
must be set off by other lines and sep- 
arated by blanks. 
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When this seems reasonably good, 
send over the copy to a good printer, 
Don't say you want to see proof the 
same afternoon, but give him time 
enough to do it as well as it can be 
done. It might be respectably done 
by an ordinary workman ; but the best 
workman might be employed on some- 
thing else which could not be left. 
Give the printing office a show. 

In preparing your copy don’t fly 
into the face of typographical customs 
the able writer for Wechsler & 
Abraham in Brooklyn does. He leaves 
out the blank at the beginning of every 
paragraph. The reader's eye would 
be more pleased if that was left in. 
Neither turn words upside down, nor 
try to imitate pi. Such attempts are 
childish. 

In preparing the copy, and in giving 
orders for the proper length, don't 
squeeze up too much. A square inch 
of agate contains about seventy-five 
words ; but copy with any display can- 
not take in fifty or even forty. If it 
is a long reading notice, intended for 
the public generally, large type for the 
body is a very convenient method, and 
looks well. Wanamaker did not invent 
this plan. It was used long before the 
war. But if there is to be display, 
calculate to use not more than one-half 
the words to the given space which it 
might contain, even if the advertise- 
ment is one which describes as well as 
calls attention. A third would proba- 
bly be better. 

The display lines must particularly 
be looked after. They frequently do 
not appear as well in type as was pre- 
viously thought, and must be changed. 
No very skillful advertisement was got 
up at the first attempt. Let the printer 
put the matter in type the best he can, 
and then alterations can be made. 
Sometimes when it is thus in shape 
some statement seems raw or inadvisa- 
ble. Change it. Never put a line of 
type in an advertisement that cannot 
be easily read. Script, black letter, 
fantastic types, are inadmissable. Ad- 
vertisements are read in a hurry, and 
no man will sit down to pick out the 
meaning as he will with a letter. An 
advertisement set all in capitals is 
not so legible as one in lower case, 
and one in small capitals is still less 
legible. 

‘“*Pretty” type, so called, has no 
business in newspaper advertising. 
The press knocks out the prettiness 
in a very short time. 


as 


Ihe advertisement sent out, if not a 
stereotype or electrotype, must be im- 
itated in many offices, some provided 
with everything a printer needs, and 
others very scant indeed. What is 
thus to be copied should be, in its 
main features, one in which there 
should be no difficulty. The fewer 
words there are, the less variety of 
faces, the easier the country printer can 
duplicate it. To send some elaborate 
copy that I have seen to a country 
newspaper is like sending some of the 
best half-tone cuts in the Century 
there to be done. Its resources 
unequal to it. 

It should never be forgotten that the 
object of an advertisement is to call 
attention, and to call it favorably 
Whatever offends the eye or is repellent 
to it should be carefully avoided. 
Every typographical device, every 
word, should be planned so that this 
can be effected. W. W. PAsko. 
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THEATRICAL ADVERTISING. 


Take up any New York daily and 
glance through the amusement column 
in the advertising department. What 
do you see? From twenty to thirty 


bare, dry announcements of the nightly 
presentation of a certain play at a cer- 


tain house. Now take out the names 
of the theater, attraction and star, and 
you will find that all these announce- 
ments are almost word for word alike ; 
that there is no attempt at all at origi- 
nality, and that they are as well fitted 
to the advertisement of a sermon or a 
course of theological lectures as to the 
announcement of an entertainment. 

In the Sunday editions you will find 
there is more display, bolder type curi- 
ously arranged; but this is as much the 
printer’s art as the advertiser's, and 
discloses very little artistic taste on the 
part of the latter. 

Practically speaking, the theatrical 
advertising column is a directory— 
nothing more. Handy for those who 
wish to go to a theater, but unat- 
tractive to those who are indifferent 
about going. There is certainly noth- 
ing in the wording of the advertise- 
ments that would tempt a casual reader 
to pay a visit to a theater either out of 
curiosity or excited interest. 

Now why should this condition of 
things exist in a city like New York, 
which is probably the greatest adver- 
tising center in the world? And why 
should our theatrical managers, who, 
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as & body, are keenly enterprising and 
of bright intelligence, overlook one of 
the most—in fact, the most vital con- 
dition of success? 

It is not a lack of money or of readi- 
ness to spend it. It is not want of 
enterprise, for in other directions they 
often show they possess it to a ruinous 
extent. Nor can the plea be put forth 
that they have neither the time nor the 
ability to prepare catchy and original 
advertisements. Many of them employ 
advertising managers, who take the 
copy as it comes to them and hand it 
in at the newspaper offices. They are 
merely messengers, and as useless for 
the business they are engaged to look 
after as a newsboy would be in the box 
office. 

A theatrical manager should mot 
write his own advertisements. His 
mind is usually too full of other busi- 
ness—too occupied with multitudinous 
matters of more or less importance to 
allow of the close study which really 
successful advertising requires. Con- 
sequently, he is apt to write his ‘‘ ads” 
hurriedly, and therefore carelessly, 
and, therefore again, without point or 
power. 

But I believe there is a rich harvest 
to be reaped by that manager who shall 
first understand and practice the art of 
advertising in relation to his business. 
There is a fortune waiting for the man- 
ager who, if he have no time or apti- 
tude for it himself, secures the services 
of a writer whose style is marked with 
originality, and is forceful, attractive 
and pleasing. 

Such a man could revolutionize the- 
atrical advertising in a month, and his 
existence would soon be felt in the box 
office. Itisa sorrowful fact, but it is 
incontrovertible, that theatrical mana- 
gers as a rule are much more addicted 
to sensational than to legitimate adver- 
tising. Possibly they believe that the 
sensational style is more akin to their 
business. It is mot akin to success. 

To boom a particular star, if a lady, 
they cast abroad the seeds of some 
scandalous story, trusting that the pub- 
lic will rush, out of morbid curiosity, to 
see a three-times-divorced woman who 
was strongly suspected of having at- 
tempted a fourth husband’s life. But 
the public has of late most emphatically 
‘*sat upon” the sensational advertis- 
ers, and the stars, male or female, 
with doubtful records, have had to dis- 
play some very marked dramatic abil- 
ity before they could draw sufficiently 


PRINTERS’ INK. 


large audiences to pay their hotel bills. 

There is hardly any business under 
the sun so capable of variety and brill- 
iancy in its advertising, yet sofar as New 
York city is concerned, there is hardly 
a business, the advertising of which is 
so characterized by dullness and monot- 
ony. Theatrical managers are alto- 
gether to blame for this, and I hazard 
the opinion that many of the plays that 
have proved failures in past years could 
trace their failure to an injudicious 
system of advertising 

JouHn S. GREY. 
REPORTERS AS ADVERTISE- 
MENT WRITERS. 

To be called upon to write an adver- 
tisement, paid local or ‘‘ write-up,’ is 
the bane of a reporter’s life. And it 
should be. It is foreign to his voca- 
tion. A doctor might, with equal re- 
gard for the eternal fitness of things, be 
asked to plead a case in court, or a peda- 
gogue to write a treatise on something 
practical. No one would expect the 
minister to stop in the middle of his 
sermon and pass around the collection 
plate ; and yet the cases are parallel. 

To be sure it is only on weeklies and 
one-horse dailies that a reporter is ex- 
pected to go out of his legitimate line of 
duty, and lend his brains tothe business 
department of his paper, but it must be 
remembered that the woods are full of 
just such aforementioned publications, 
and thousands of hustlers are to-day 
vibrating between facts and fancies until 
the chances are they will never excel in 
their profession. It must be admitted, 
once for all, that soliciting and writing 
advertisements is a profession in itself, 
as different and distinct from reportorial 
work as sawing wood is from the practice 
of medicine. The vocation is suited toa 
peculiar nature, and only those possess- 
ing the gift ever make a success at it. 
‘To combine it with reportorial duties is 
wrong. The reporter who tries to fill 
both positions inflicts an injury both 
upon himself and on his paper. He 
will either give his attention most to one 
at the expense of the other, or he will 
neglect both. And all this time he is 
lowering his standard as a reporter. 

The man who collects and prepares 
news matter for the press deals entirely 
with facts. If he is detailed to do a 
‘* write-up ” he depends upon his imagi- 
nation and a fulsome use of adjectives. 
Utterly unconscious of it, he falls into 
the habit of mixing his talents ; and paid 
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matter is likely to contain too many cold 
facts and news copy entirely too copious 
showers of rhetoric and metaphor. 
Another result sometimes happens: 
When a reporter gets to dabbling in the 
financial pools of his paper, he some- 
times gets blinded by the *‘ dust” set- 
tling there, and his reportorial principle, 
which should be, ‘‘the news at any 
cost,” is lost sight of. In the construc- 
tion of an itemor an article he is apt to 
look at the subject and the circumstances 
through golden spectacles, and such 
phantoms as these arise: ‘‘ This manis 
an advertiser ;” ‘* This person will will- 
ingly pay cents a line for this,” 
or ‘‘If this goes, So-and-so will with- 
draw his patronage from the paper,” 
etc. And then the poor fellow, uncon- 
vinced as to his duty, is ‘* between the 
devil and the deep sea,” and perhaps 
the item is cooked, or warped, or even 
buried in the waste-basket, and the pa- 
per, as a newspaper, suffers in conse- 
quence, and the young man’s standard 
of reportorial sagacity drops a notch 
lower. Thus it will be seen that the 
successful reporter must have but one 
idea uppermost in his mind—the news— 
and to maintain that level, he must at- 
tend strictly to his own profession, and 


let other professions take care of them- 
selves, 


J Epp LEsuie. 
COMMON SENSE IN ADVER- 
TI SING. 


That misused term, common sense— 
misused because what we understand it 
to be is rather uncommon— is in ad- 
vertising, as in everything else, the cor- 
ner stone of success. It seems cruel in 
this day of advertising ‘* experts, pro- 
fessors, pilots, guides, tipsters and men- 
who-have-absorbed-it-all-and-left-noth - 
ing-for-others-to-know,” to endeavor to 
calmly reason out and logically show 
that a man who has had sufficient grit, 
American ‘‘ get up and get there,” to 
build a business that has made dollars 
without the advantages of advertising, 
can possess those qualities that would 
permit him to spend part of that money 
with a prospect of profit and without 
danger of bankruptcy. 

I do not wish to decry expert advice. 
It is something which every business 
man can afford to pay liberally for, but 
the best advice is of no use if it is not 
followed, and how is a man who knows 
nothing about advertising to discrimi- 
nate between good and bad advice ? 
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He must pick out an adviser in whom 
he can have confidence, did you say? 
Well, how can that confidence be 
created ?—by selecting some one who 
has demonstrated his ability for others ? 
All right, go ahead. This is your first 
shot. Suppose you make a mistake in 
your man—that he is of lower caliber 
than you thought? Or suppose, like a 
case I know of, the advertising man 
managed one business with success, a 
success apparently so positive that when 
called in for consultation with another 
firm, and he arbitrarily said: ‘‘ Yes, I 
can advertise your business profitably, 
but you must leave it all tome. Ask 
no questions, dispute none of my meth- 
ods, but wait until the end of the year 
for results’—they acquiesced. They 
waited. They are still waiting, and a 
firm that had the money and the grit to 
grow into the front rank of investors, 
was discouraged, crippled and disgusted 
with advertising. 

Was it the adviser’s fault, or the in- 
vestor’s? Both. A man to whom na- 
ture has given legs to walk and eyes to 
see, has no business to shut his eyes, 
and then give another fellow a fee to 
carry him pick-a-back through an intri- 
cate thoroughfare, just because the other 
fellow keeps shouting, ‘‘ Shut your eyes 
and tie up your legs; my eyes and 
my legs are better than yours.” Sup- 
pose his eyes and legs are better, don’t 
you think more progress could be made 
if both men walked and watched out 
together ? 

I believe that a manufacturer of an 
article ought to know more about its 
peculiar needs and necessities than any 
advertising agent, no matter how ex- 
pert, and it is only through the impart- 
ing of his information to the agent that 
intelligent advice can be given. Equally 
true is it that only by careful attention 
to, and verification of this advice, can 
the investor tell whether it was good 
or bad. The result should that 
the advertising man has learned some- 
thing from the investor, the investor 
something from the advertising man, 

Conceding both to be equally inteili 
gent at the outset, their progress should 
be about even. 

The advertising man meets a number 
of different investors, from all of whom 
he should glean a bit of information to 
add to his general knowledge. The in- 
vestor comes in daily contact with a 
number of bright advertising men, 
who bring these items of knowledge, 
digested according to the make up of 
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the different minds they filter through. 

joth minds should expand by mutual 
contact. The longer each keeps faith- 
fully at it, the more he should know. 

‘The lesson for the novice entering 
the advertising field is: Go slow at the 
start, keep your eyes and ears open. 
Look around and see what others in the 
same line of business are doing. Don't 
expect to transfix the attention of the 
entire community with your first ven- 
ture. Invest a limited amount in a 
small territory. Knowledge is not a 
gift. It comes from observation, pa- 
tient toil and study. Watch carefully 
the effect of your investment. If good 
results come from it, you are not far 
from the right track. If results do not 
come, seek the reason. 

If you adopt newspaper advertising, a 
good agent can be great help to you, but 
find out why and how. Write your own 
advertisements if at all practicable— 
the first ones, anyhow. Noone knows 
the good points of your business better 
than you do, If you think your own 
way of stating things too crude, and 
can find some one to tell your story 
better than youtself, engage that some- 
one. The work you have done will 
make you a much better judge of the 
helpfulness of another person’s efforts, 
and will enable you to tell whether the 
words or the idea go to the right spot. 

If your business is one that will be 
benefited by general advertising, such 
as sample distributing, posting, paint- 
ing, etc., try one, the other, or all. 
Compare the price and effectiveness 
of one with the other. If you are only 
working asmall field at thestart, ground- 
floor prices are not a vital necessity. 
The learning by practical experience of 
what methods will most benefit your 
particular enterprise is the prime object. 

You will make some mistakes. Never 
mind. The investment is not life or 
death to you. (Should not be, any- 
how.) Temper your second invest- 
ment by experience gained in the first. 
As you find yourself in the right direc- 
tion, spread out further, further, as 
long as the public keeps giving you 
back the money; reinvest it. Your 
circle grows larger, and just in propor- 
tion to the increase of the circle, so 
much greater should be the result from 
renewed expenditure. And is it not 
well that you yourself grow with the 
circle ? 

It must be an unfortunate state of 
affairs, where a firm’s business, through 
the genius of a paid adviser, grows 
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beyond the conception and grasp of the 
proprietors thereof. That what 
‘* going it blind” in advertising means, 
should you be fortunate enough to hit 
it right. If you are unfortunate you 
may be closing the door to the most 
important and necessary element in the 
development of your business. 

The object of this article is to keep 
new investors off either horn of this 
dilemma, 

The recognition of the value of ad- 
vertising is increasing with such rapid- 
ity, its volume is so great, its import- 
ance so far reaching, that it has grown 
to be almost the life-blood of the busi- 
ness world. With its increased growth 
has come such an apparent multiplicity 
of methods, complex and intricate de- 
tail, and so continuous a sounding of 
the praises and preaching of the neces- 
sity of experts in the art, that there is 
to-day serious danger of the new in- 
vestor being frightened out, or plung- 
ing blindly, with an expert as an 
adviser. If the expert is good cork, 
the investor floats; if bad, he sinks. 
Do not take that risk. Sink or swim by 
your own effort. No other person will 
struggle so hard to save your life as 
you will yourself. 

Advertising is so positive a necessity, 
and can be so helpful to 99 per cent of 
the business men of to-day, that they 
must draw away the curtain of mystery 
with which some people endeavor to en- 
shroud it, and, by the strong sunlight 
of common sense, prove that the same 
qualities which are necessary to the 
building up of a successful business en- 
terprise are the principal factors to suc- 
cess in advertising it. 
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NOVELTIES in advertising are sought 
after by so many large firms that I am 
tempted to describe the last strange de- 
vice that has come under my notice. 
At the horse show one night in the 
middle of its week's exhibition, looking 
down on the white sand which was 
sprinkled over the center of the ring, I 
discovered, written with a cane in fifty 
or sixty different locations, the words : 
**Read Judge.” The heading of the 
famous comic weekly paper was closely 
imitated in the writing on the sand, 
and no matter in what direction one 
looked the word /udge gripped on the 
mind. I am told that the scheme origi- 
nated with Willet F. Cooke, a wide- 
awake advertising ambassador of Judge. 
—New York Press. 
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THE TRUTH ABOUT IT. 

BY GEORGE R. KENNEDY. 

Last July, at the request of PRINT- 
ERS’ INK, | ventured to write a word 
or two on the subject of ‘‘ Dry-Goods 
Advertising "’ and the writers thereof. 
Had I known then what I know now 
that attempt would never have been 
made, for no idea of the breadth or the 
depth, or the diversity of opinion on 
this subject even dawned upon the 
mind of the writer at that time. 

When that article was written, the 
prominent thought in my mind was 
that the art of writing advertisements 
was one of the simplest possible—in 
fact, it appeared as though the whole 
of the art was bounded by its simplicity. 

With the fact staring one in the face 
every moment spent with the buyers 
and sellers of dry goods, that through- 
out the entire transaction the very sim- 
plest forms of English speech alone 
were used, it never occurred to me that 
anything more was necessary than to 
tell the story of dry goods in the very 
same way. 

In an experience extending over 
years no lady ever talked in the style 
of the Psalms of David or of Victor 


Hugo when she was bent on the pur- 
chase of dress or bonnet, of laces or 
stockings; therefore as a student of ad- 
vertising and its effect upon the buyer 


you surely will not think it at all 
strange if I should, almost instinctively, 
place first in my creed as a writer what 
is so natural and so universally indi- 
cated as: 

Absolute simplicity of expression. 

Since writing the article referred to 
there have appeared in these pages a 
continuous stream of splendid articles, 
evidently from the pens of men of 
ability, who have had large experience 
in special work in this great field. 
hese articles, for some reason or 
other, have produced a strange effect 
upon me. From my dream of simplicity 
in advertisement writing for the general 
public, I am vigorously awakened to 
the contemplation of the written adver- 
tisements, and I am asked to see some- 
thing wonderful and great in them, 
and, perforce, the writers thereof as 
mortals altogether different from other 
men of brains, who hold their heads 
high by right of public recognition in 
the great world of literature outside the 
charmed circle of advertisement writing. 

If it is impossible for me to take this 
view of the work and of the workers, 


INK. 31 


and if there is nothing else for me to do 
than to cling to my first faith, maybe 
my brethren throughout the land will 
not accuse me of heresy or of unfaith- 
fulness to the new profession, but 
rather will they believe that, from deep 
conviction, I preach the doctrine of 
simplicity in the written advertisement. 

Young writers may be excused if in 
the first flush of their efforts they 
should seek to enhance their own glory 
rather than the good of the house 
whose well-being should alone engage 
their thought. It is all too true that 
many writers seem entirely satisfied if 
other dealers and other writers are 
compelled to admiration of carefully 
constructed sentences or the odd twists 
to which they subject the English lan- 
guage, although the people, who must 
be favorably affected by what you write 
in order that you may win the success 
for which you strive, have no concep- 
tion of what you mean and grow tired 
in the effort to understand, and there- 
after pass your efforts by unread. 

It is a good many years now since 
this stage was safely passed by one 
writer of my acquaintance, and from 
the moment the folly of that plan was 
suspected until this moment all other 
merchants and all other writers have 
no hindering existence, but every writ- 
ten line is directed in the simplest of 
written forms straight to the persons 
whom it is intended to reach and in- 
fluence. 

What else, then, can I do than to 
take for the second article in my creed 
as a writer: 

Forget that there are other merchants 
within a thousand miles of you, or 
a writer within ten thousand, and write 
for the people alone whom you want 
as regular buyers at your store. 

John T. Burgess, in PRINTERS’ INK 
of August 13, had a masterly article that 
every writer of advertisements and 
every employer of such writers should 
read. Every assertion—almost—meets 
my warmest indorsement, but only one 
or two can be mentioned now. 

Mr. Burgess declares that ‘‘ It is the 
man of inspiration who always takes the 
lead.” What is to become of the men 
who, after writing an advertisement, 
coolly puts it aside for a week or two, 
then takes it out, blows upon it hot or 
cold as the mood takes him, and then 
sends it, ‘‘a carefully prepared effort,” 
with all the earmarks of careful prepara- 
tion upoh it, out upon an ocean of 
doubt and disbelief ? 
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Studied carefulness is sure death to in- 
spirational writing, and cannot be other- 
wise than hurtful to any effort intended 
to win the confidence of the great pub- 
lic by carrying conviction to their 
minds that all you may say is beyond 
question true. Insomuch as you fail 
to win this confidence and compel this 
conviction, in exactly so much have 
your words failed to achieve all that 
they might, and the money spent to 
spread your effort abroad will bring 
only a partial success. 

The inspirational writer is of neces- 
sity compelled to work under the 
power of the highest mental pressure. 
He may walk through the several de- 
partments, talk pleasantly with the 
chiefs, or listen to the method by 
which the different buyers are met and 
satisfied. Some word may be spoken 
by buyer or seller that will in a mo- 
ment be as a spark to the tinder, and 
he goes away to his desk, and in thirty 
or forty minutes his column is written 
ready for the printer. 

Try to change it! Never make the 
attempt ; let it go out warm from your 
thought, and it is sure to find its way 
into the thought of the reader. It will 


reach your customers in such pleasant, 
earnest measure that if they read but 
the first paragraph they are doomed, 


for they cannot let go until they *‘ slide 
off from the last paragraph and wish 
there was more.” 

The inspirational writer is not in a 
chronic state of high pressure—not at 
all. He is the quietest of men until 
the spark comes, and then within the 
hour he will do such quality of work 
for his house that money can never be 
considered as its measure of value. 

Of course all writers are not of this 
class, and yet many can well belong 
in the very front rank of this pro- 
fession. There are methodical men, 
and plodding, steady workers who do 
good work; but it is not and it never 
can be the same quality of work as that 
which, on occasion, will leap from the 
pen of his more intense brother. 

This century has produced many 
great men and great orators ; but there 
has been only one ponderous Daniel 
Webster, there has been only one 
silver-tongued Wendell Phillips, one 
Henry Grady and one Robert Inger- 
soll. Because all men cannot be like 
unto these is no reason why all men 
should keep silent. Jt was their glory 
that the fire of inspiration was given 
them, and they led a nation by its power, 
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while other men also did good work by 
following after them and feeding the 
flames. 

What wonder, then, if for the third 
article of my creed as a writer I deter- 
mine : 

Never write in advance of the day 
and what it indicates. Catch the spirit 
within the store; make the most and 
the best of it—idealize it if you choose 
You may lead the entire establishment 
to that higher plane of merchandising 
where success is sure. 

One thing more from Mr. Burgess 
before we reluctantly leave him. He 
declares that ‘‘ the successful advertisers 
must not be imitators,’’ and in this I 
am with him, although it is a matter of 
question whether we might all agree 
on what constitutes an ‘‘imitator.” 
Morse is credited with the discovery of 
the art of telegraphy. If he could 
come back to earth, do you think he 
would stand in the great building of 
the Western Union watching the won- 
derful achievements of these later days 
and the marvels of the duplex system, 
multiplied by four, and declare that, 
after all, the wonders before him were 
all his, and the men who wrought them 
out were ‘‘ mere imitators ?”’ 

What, think you, would John Stephen- 
son say to the grand mechanics who 
have put upon our great railroad sys- 
tems engines of such marvelous power 
and beauty? Would he ** This 
grand exhibition of power, convenience 
and beauty was all covered by my 
thought many years ago when I ran the 
first engine over the rails?” No. 
John Stephenson would not have said 
that. Neither would Robert Fulton 
accuse the great Cunarders or the I n- 
mans of the common trick of the mere 
imitator, for they would see at a glance 
that a newcreation was before them, of 
which they had only given the merest 
shadow of suggestion. 

If a writer fairly and honorably writes 
what he fairly and honestly thinks in a 
way to compel people to read and _ be- 
lieve, he cannot be called an “‘ imita- 
tor,”” whether his work be 
whether it be altogether bad. 

Mr. McDonald, in his remarkable 
chapter on ‘‘ Don'ts,” declares in hi 
first paragraph that we must not “‘ fail 
to be original.”” Mr. Fowler follows i 
a week or two, and declares that ‘‘ any 
idiot can be original,” leaving for me 
the pleasant duty of inviting both to 
an agreement that a writer had better 
be ‘‘ himself,”” and then he will achievs 


say, 


go xd or 
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all of which he is capable, and will 
deserve to stand upon whatever point 
he reaches. 

Put down, then, as the fourth article 
in our creed as writers 

Never imitate, never adapt; strike 
out confidently into the breakers that 
confront you; don't steal another man’s 
words; say your own say and in your 
own way, or keep silent 

September 24 there came good words 
from Henry Curtin, and yet nothing 
written has ever tormented me as have 
the few words I must now quote He 
says 

Although the writer is past forty 

years of age, there are not many young- 
sters who welcome the spring mort 
heartily or enjoy the fall more fully. 
the inviti 


\ 
ie brox 
ig brooks, 





Che complaini 





groves, the vernal foliage, the gree 
lds, the song of birds, and the ring- 


are glorious en- 





ing laughter of childre 
joyments to me, and I sometimes feel 
ke entwining them in my advertise 
ments; but sentiment doesn't sell cloth- 


ing 
It is a thousand pities that this may 
be true ; it is ten thousand pities that 
Henry Curtin’s lot should have been 
cast where the best part of him needs 
be held in check during all the days of 
all the ‘years, and that his poetic vision 
should be bounded by the sight of acres 
of garments that never did have and 
never can have a parti le of sentiment 
attached to them 

rhirty years from now, when Henry 
Curtin is seventy or so, he might safel 
settle down to that kind of life and tl 
work it would compel him to do, but 
—now ! Why it is simply awful to think 
of one so young deprived of what 





must be as the very breath of life to 
him. Break away from it, Henry, and 
take a run to Worcester, Mass., to see 
me for a day or two. I will take you 
to see brooks that never utter a ‘‘ com- 
plaining note,” but will laugh to think 
they can catch a glimpse of your pleas- 
ant face in their crystal waters. You 
can see another brook dashing in roys- 
tering glee down a perpendicuiar rock 
one hundred feet high or more. A 
little way further and you can stand 
by the side of ‘‘ green fields” when 
the spring time comes, covered with 
nodding daisies, nodding a welcome to 
you. ‘The ‘song of the birds” and 


the ‘‘ laughter of children” will seem 
to you as rejoicing, because you have 
escaped from the thralldom of work for 
men alone, and that you may be led to 
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enter that brighter and more inviting 
and never-ending world, where won 
an’s ways and her tastes and her fi 

bles, with her love for all that is beaut 


ful, will give you larger scope for the 
exercise of that gift that is yours 


Come here and let us stand together in 


front of the silk counters. 
long before you as well as I will s 

within these silken folds the fairest of 
brides, while the joyous peals of the 
organ, the stately proc ession up the 
aisles, with the glad rejoicings from a 

around, will be before our menta 
Mavbe th scene 
would change as this more quiet and 


delicate shade is opened; then we might 


vision aS a verity 


see the dear home, and the arch of 


i 
laurel, and the white ribbons, and an- 


other bride, fair as the sun ever shon« 
upon; the loving friends, the good-by 
amid laughter and _ tears. Another 
change and another picture, and it is 
of a new life be; 
wrought by this toilet or by that 

Come with me tothe lace sections, 





and there let your imagination hay $ 
pleasantest freedom. There isn't ar 
lace on the skirts of your 





ig, black 
coats to inspire you to pleasant, rip 
pling, laugh 
the charm of a dainty little figure sit 
ting before you, from under the hem 





ing words You have not 





of whose dress there is a vision of 
dainty lace lovingly caressing the top 
of that incomparable ‘‘ one-and-a-ha!f 
shoe,” created by Edwin ( Burt of 
happy memory. If that is not enoug 
stop at the millinery section and se« 
flowers gathered from the wayside 
from the garden, from the cultivated 
helds or from the swamps; plumes will 
wave in your honor, vines will seem to 
creep towards you all that is lovely in 
plant life is here to charm you. See 
how gently the attendant shows you 
this bit of misty beauty; see how you 
fancy that here are drops of dew | 

, and then tell me whether or 
you think sentiment may not sell dry 


dow n 


goods 

And so it comes about that I an 
to add to my creed as a writer 

Hold genuine sentiment as one of the 
chief weapons of your warfare; but, 
like all rare things, use it wisely and on 
important occasions only, and where it 
fits. 

lime and again has it been proven 
to you and to me that, no matter what 
the qualifications of a writer may be, 


glad 








Continued on page 42. 
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WHY HE LOST THE “‘AD.” 





We had some business matters which 
called us to a certain Connecticut town 
last fall, and thought we would call 
upon a publisher who is said to be 
doing great things. At the head of 
the stairway a placard stared us in the 
face announcing ‘‘No admittance. 
Ring the bell." We rang the bell and 
had the pleasure of holding a brilliant 
conversation with the genus publisher 


thro’ a crack in the partition about 
large enough to get a cigar in. We 


didn't do any business with this gentle- 
man, whose ranch savored of a policy 
shop, and if he reads these lines he will 
know that a big, square advertisement 
which we had in our coat pocket didn’t 


go to his paper because we were a 
plaguey site more suspicious of him 
than he was of us.—Agent's Guide. 
i. 
"ANTS. 


5 cents a line 





Advertisements unde r this head 2 
A} ’FRS of Novelties. Quote us best prices. 
iV Send lists. HOLCOMB & CO., Cleveland, O. 
FIRST-CLASS Advertising Solicitor, with 
JA. afew thousand dollars, wants an interest 
in some live paper. GEO. LAWRENCE, Tri- 
Vune, Winnipeg, Man. 
YOUNG MAN WANTED to solicit advertis- 
ing for hmm a lists of papers. State exper 






ience, i y. Give references. Address: 
‘ LISTS,” Paivrens’ INK. 


YANVASSERS wanted to secure subscrip 
/ tions for Printers’ Ink. Liberal terms 
allowed. Address Publisher of PRINTERS’ 
INK, 10 Spruce St., New York. 
A GOOD DAILY ina 
P good men in its business department. 
Address, with references and terms, “ EX 


CELSIOR,” care PRINTERS’ INK. 

\ ANTED—Circulars to distribute through- 
out the State of New York and Mass. 

Terms, $3 per 1,000, eash with orders. C. A. 

DAVIS, Mt. Upton, Chen. Co., N. Y. 


‘ood city wants a few 





WANT a situation as Proof-reader. Large 
weekly preferred. Am sober; steady; com 
petent. Particulars by correspondence tate 
salary. READPROOFER, care PRINTERS’ INK. 








MAN with a reputation as advertisement 
4 writer, typographer and newspaper 
manager, desires to take charge of — 
aivertising department. 189lideas. Address 
“FIRST PRIZE,” care Printers’ INK. 


A NY IMPORTANT HOUSE or Company de 
i siring an advertising manager of capa 
city and experience, please address “ MAN- 
AGER,” care of Rowell & Co. Ready writer; 
thoroughly conversant with successful meth- 
ods; large practical knowledge of news 
papers and periodicals. 


VERY ISSUE of PRINTERS’ INK is 

religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asarule, one insertion can be relied 
upon to do the business. 


PRINTERS’ 


INK. 

“ PRAISE FROM SIR HUBERT 
From the National Journalist. 
Printers’ Ink, of New York, has greatly 

improved of late, and is certain ly a very 
valuable paper for advertisers or those having 
advertisements to prepare. It shows that 
merit and ability which enterprise and abun- 
dance of means will always secure, 

o <> 
SPECIAL NOTICES. 





Advertisements under this head, two lines or 


more, without display, %e. a line 
_— me Fi 
F \ seeaaaaiae 
2(y"™ CENTURY 
A LLEN’S MILLION. 
T . “Jos ) 
| i irgosy, 114,000 w 
FS eeetes LISTS—Results 
— CALL, Quincey, Il 
|. ttn BANNER. See page 
| nies estas te See page 
| imeem BANNER. See page 67 
See page 67 


TJ ASHVILLE BANNER 
N 


I EVEY’S INKS are the best. New Yor :. 
d 


Bert AND HERALD, Dallas, Texas 


YAN FRANCISCO BULLETIN is 
the purchasing class 


\ Y EATHERFORD (Texas) CONSTITUTION, 
lin., l yr., $22.80 1 net. 


read by 








‘AN FRANCISCO CALL has the most 
OO “ Want” advertisements. 
VHE NEWS—Largest circulation in Kings 
ton, Ont. Over 2,000 daily. 
GAs FRANCISCO CALL is the best morn 
J ing newspaper in California. 
Ox FRANCISCO BULLETIN, the leading 


Evening Paper of California. 


ax FRANCISCO CALL is the 


people's 
medium and a family paper. 


SAX FRANCISCO BULLETIN 
largest bona fide circulation. 


‘Q\HE TRIBUNE, Rich Hill, Mo. 
culation, low advertising rates. 


has the 


Large cir 


MERICAN CREAMERY, Holly, Mich., best 
4X advertising medium of its kind. 
IG PREMIUMS to increase profits. EM 


PIRE PUB. CO. 


Y EY WEST ADVERTISER, W. 
vertising medium. Key West, 


, 6 Duane St., N.Y. 


Good ad 


Fla. 





SAX FRANCISCO CALL is unequaled in 
circulation, character and influence. 






yy EW HAVEN NEWS.—Guaranteed largest 
morning circ ulation in Connecticut. 





IGHEST order mechanical engrav wg: J 
E, Rhodes, 7 New ( “*hambe ors St., N. Y. 





\ PERS distributed. 


C= L ane of Pa $1.50 
M. 


per 1,000. 


AMES, Coon Rapids, Ia. 
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A ERTISE IN THE LEADER. Munford, 


ie NBEAM, Seligman, Mo., 24t., 1 in., $4; 2in. 
8. Mo. cire’n 1440 8. W. Mo. & N. W. Ark. 


ye ISERS prefer Challen’s* Record of 
Contracts” to all others! 10 Spruce, N. Y. 
DVERTISERS! Always write for esti 
£Amate to STANLEY DAY, New Market, N.J. 
DISTRIBUTE Circulars, 
haste. Mr. J. V. BENNE TT, Pittsford, R y. 
VENING STAR. 1 ce ont Poughkeepsie. 
ALargest circ’n betwee a N. Y. and Albany. 
MIGARO—CHIC AGO—Goes weekly to the 
best and wealthiest people of the city 
WRCULARS, Pamphlets, etc., distributed, 
/ $1 per 1,000. Francis Bros.. Canastota, N.Y 





AN FRANCISCO CALL, 
Ss circulation ; D. 55,063; 


TWVHE NASHVILLE BA ER has a page ad 
vertisement worth reading in this issue. 


TP\HE TOPEKA CAPITAL reaches more 
Kansas readers than any other publica 
tion. 


MVHE TOPEKA DAILY AND WEEKLY 
CAPITAL thoroughly cover the State of 

Kansas 

TPVHE TOPEKA CAPITAL has no rival as a 
newspaper or advertising medium in 

Kansas. 

YOTICURA is advertised in NATIONAL 
( DEMOCRAT, Washington, D.C. Over 30,000 
weekly 
YP\HE TOPEKA CAPITAL, published at 

Topeka, Kansas, is the newspaper of 
Kansas 

DVERTISER AND FARMER—2%6,000; $2.50 
i an inch. 15th EACH MONTH Bay 
Shore, N. Y. 

RMY AND NAVY REGISTER, Washing 
a ton, D.C. Largest military and naval 
circulation. 

Y S. CREAMERY DIRECTORY, just is 

e sued, $1. AMERICAN CREAMERY, 
Holly, Mich 

1 HUDDELSON, , Olympia, Wash., distrib 

e utes advertising matter throughout 
Western Wash. 


TEVHE TOPEKA CAPITAL, published at 
Topeka, Kansas, is the advertising me 
dium of Kansas. 


D’s, to be effective, should be checked in 
i Challen’s Record of Contracts Cost 81 
to $5. 10 Spruce, 
APTIST —»4 “HERALD, Dallas, Texas. 
23,000 a week. In its 40th vol. Eastern 
office, 11 Tribune Building, N. Y. 
I URAL HOME JOURNAL and Welcome 
Letter, Wiscoy, Minn. Each, 7 cents per 
line; both, 10 cents. TRY THEM. 
OG *k ANS a year of « city and country 
houses. ane part, 0 cts. aes 
Address THE Bl ER, N. Y. 


I EPRODUCTIONS for adve rtisers, best, 
cheapest. Write. PHOTO * ECTRO 
ENG. CO., 7 New Chambers St., N. Y. 


I OCTORS read THE THER rat TIC 
ALYST. Contains the best medical ‘it 
erature. Guaranteed issue over 5,000 m. 


TPY\ELEPHONE ARM SUPPORT that should 
be on every instrument. To any address 

in U.S. $1, prepaid. M. F. KOENIG, Hazle 

ton, Pa. 

TFVHE TOPEKA DAILY CAPITAL is the only 
morning paper published at Topeka, the 

capital of Kansas. It reaches every city in 

the State. 

TWVHE TOPEKA WEEKLY CAPITAL is read 
by all classes of Kansas farmers, and 

reaches over one thousand post-offices within 

the State. 


53; actual 
Ww. 


22,846, 


























No ELTY M’F’G’S, mail us cuts and lowest 
4 prices of salable mailable novelties for 
new cat. . <a Specialty Co., Bing- 
hamton, N. 


D' ) you think 5,000 le ading firms would use 
AND RE-ORDER Challen's Record of Con 
tracts if there was any better made? 10 
Spruce, N. Y. 
MAVHE INTER MOUNTAIN, Warsaw, Ind., a 
semi-monthly family journal, going to 
10,000 country homes. Yearly contract, 6 cents 
a line per time. 
VERY business and profession, adver 
“4 tising much or little, saves money time 
and labor by using ( ‘hallen’s Contract Record. 
10 Spruce, 
QTR ATFORD (ONT.) HERALD. Only daily 
i in city of 11,000. Weekly largest circula 
tion in Perth district, and growing with 
leaps and bounds. 


VAMILY ICE MACHINES.—Ice, etc., in a 
few minutes. Price, $10 to $185. Rights 
for sale by States. L. DERMIGNY, 126 West 
2th St., New York. 
7OU can run a local illustrated paper at a 
PROFIT We will tell you how. AT 
LANTIC PUBLISHING COMPANY, 35 War 
ren St., New York C 
VOR $1, I, W. D. 









Showalter, Ideaist, 20 
Center Avenue, C hic ago, will send you an 
original idea for advertising your business. 
I have business oddness. 
F YOU WANT TO BUILD you should see 
the new book on building, “ COTTAGE 
SOUVENIR,” No. 26. Geo. F. Barber. See 
advertisement on page 47. 
TPVHE SOUTHERN HORTICULTURAL 
JOURNAL, Weatherford, Texas, is the 
leading horticultural paper of the South and 
has the largest circulation. 


EK ZEMA (OR TETTER).—Use my Ointment 
A No. 1; has cured where doctors failed 
try it; price Se. by mail; testimonials. 8. 
CASSEL, Box 437, Lancaster, Pa. 
TPVHE BOYS OF NEW YORK, @ cents per 
line; The Golden Weekly @c. per line 
Combined, $1.00 per line. STANLEY DAY, 
Special Agent, New Market, N. J. 


Goo NEWS; boys’ and girls’ paper: 16 
W pages ; illustrated ; circulation, 100.0% 
50 cents a line. STREET & SMITH, Pub 
lishers, 25 to 31 Rose St., New York. 





DVERTISERS! send your name, business 

and address, quoting one paper ‘that pays 
you, and receive free for one year, sae AD 
VERTISERS’ GUIDE, New Market, 


EVO reach the notice of the blind of the U 

and _ beer for their instruc’ en 
advertise KNEASS’ PHILA. MAGAZINE 
FOR THE BL IN 9 Church St., Phila. 


HE DAIRY WORLD, Chicago, IIL, is re 

garded as an excellent advertising m« 

dium, Takes the lead among dairy publica- 
tions. Terms reasonable. Results good. 


TFVHE DAILY AND WEEKLY SUN, Gaines 

ville, Fla., is successor to all papers in 
that city: Fifteen years old. Best advertis 
ing medium in interior of State. Try it. 


‘JVEXAS BAPTIST AND HERALD, Dallas, 
Texas. The leading | Baptis« publication 

of the South-West. Now in its 40th volume 

Eastern office, li Tribune Building, N.Y 


Ee, READ THIS, if you've nothing to 
sell American Young Men and Women 
and physicians everywhere, who read the 
Missk YNARY MEDIC AL REC IRD, New York. 
‘P\HE LORD & THOMAS Religious News- 

paper Combination is THE medium for 
advertisers to reach the best buyers of the 
West. Lowest rate by all advertising agencies. 


APER DEALE ~M. Plummer & Co. 




















161 William St., N. Y., sell every kind ot 
paper used by rinters and publishers,at low 
est prices. Full line quality of Priyters’ Inx. 
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VHE Sheboygan County News, Sheboygan, 

Falls, Wis., is read by more dairymen 
than any other paper in Eastern Wisconsin, 
and is a valuable advertising medium. Write 


for rates. 
NLECTROTY PES.—Reasonable rates; good 
and prompt work. Send for estimates. 
EASTERN ELECTROTYPIN iD P.S. CO., 
zs R. MAGEE, Manager, No. ‘ustom House 
, Providence, R. I. 
NOLU MBUS, Ohio.— THE OHIO STATE 
JOURNAL, Daily, Weekly and Sunday, is 
credited with being the leading paper by all 
sone yer authorities. Daily, 12,000; Sunday, 
15,000; Weekly, 22,000. 
ASHION AND FANCY, published at St. 
Louis, Mo., is one of a select list of 
household fashion journals recommended 
to advertisers by Geo. P. Rowell & Co. as a 
desirable medium in its particular field. 
MPVHE VOICE, published in New York City, 
is one of the 28 publications in the 
United States that, according to a list pub 
lished by Geo. P. Rowell & Co., circulate be 
tween 100,000 and 150,000 copies each issue. 
MPVHE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid = 
scription to Printers’ Ink for one year. / 
dress: GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 
TWO-LINE NOTICE in Printers’ Ink, 
under heading of Special Notices, is 
brought to the attention of 20,000 advertisers 
every week for a whole year for $26; 3 lines 
will cost $39; 4 lines, $52; 5 lines, $65; 6 lines, 
$78; 7 lines, $91; 8 lines, $104. 


WSTIMATES furnished for Distributing 

Gremiors, _Papers, Samples, Bill Posting 
and Nailing Up Signs throughout Vermont 
and Northern New York State. Correspond 
ence invited. NEV AND ADVERTIS 
ING AGENCY, Rutland, Gdnens 
I IPHTHERIA.—A_ successful “special” 

cure. Price 3) cts. Sent by mail one time 
only for X cts. in stamps. Address ARM 
STRONG’S DIPHTHERIA DROPS, Harsha 
ville, Pa. One bottle by return mail to 
“marked copies” of publication containing 
the above. 


























UBLISHERS—Copyrighted Callendar for 

Wall and Vest Pocket. Exclusive control 
on royalty. Without calculation, any person 
at a glance can tell day of week, of any date, 
of any month, in any year, in the 19th and 
th centuries. 5 Susquehanna St., Bingham 
ton, N. 


y JHENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 


Printers’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruce St., New k. 


HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $50, he will be presented with a 
complimentary copy of the American News- 
aper ree: a book of 1,450 pages, price 
aaa G. P. ROWELL & CO., Newspaper Adver 
tising Agents, 10 Spruce St.. New ork. 


QCRATCE: SCRATCH! SCRATCH! 
) BLING! Bleeding, Itching, or Protruding 
Piles positively cured by using Hill’s Pile 
Pomade. Relief in 10 minutes. Cure guar 
anteed or no pay. By mail, with injec tor, 
for price, $1.00. Send at once. Cire a a 
free. R. M. HILL, M’f'r, Brasher Falls, N. 
J.8.A 


NHE MEDICAL WORLD (Philadelphia) can 
show a larger circulation for each issue 

for the past three years than any other medi- 
eal journal in the world. Absolute proof 
given. No evasive answers. Our books and 
printing establishment are open to inspection 
at alltimes. The best medium in this country 
to reach the medical profession. 
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TEVAIS PAPER does not insert any adver 

tisement as reading matter. Everything 
that does appear as reading matter is inserted 
free. The Special Notices are the neares! to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 25 cents a line each 
issue for two lines or more. 

Y NOXVILLE, TENN.—Geo. P. Rowell & 

Co. publish a list of the best or most 
widely circulated or influential new spapers 
issued at important business centers through 
out the country ; he newspaper in each place 
that gives the advertiser the most for his 
money. On this list THE JOURNAL, Daily 
and Weekly, is named for Knoxville. 


GQPRINGFIELD, SS Geo. P 








MISSOURI. Row 
ell & Co. publish a list of the best or most 
ow, circulated or influential newspapers 
issued at important business centers through 
out the country;—the newspaper in each 
— that gives the advertiser the most for 
his mone On this list THE LEADER, Daily 
and Weekly, is named for Springfield. 
HE HARTFORD TIMES leads all other 
newspapers published in Connecticut in 
int of circulation, papery and influence 
and to any responsible advertising agent, 
or send direct to the TIMES, Hartford, Conn., 
$10.00 for a test of its value as an advertising 
medium. That sum will secure one-inch space 
in Daily one month. Estimates furnished. 


No {WICH, CONNECTICUT.~— Geo. P. kow 
i ell & Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through 
out the country;—the newspaper in each 
place that gives the advertiser the most fo 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich 


HE MEDICAL BRIEF (St. Louis) has un 
questionably the 


largest circulation of 
any medical journal in the world. ZJt shorws 
its prosperity on its face. Compare its paper 
reading matter, advertisements, 





etc., with 
any other medical journal of same price. W<« 
furnish, upon request, absolute proof of an 
excess of thirty thousand copies each issue 
OS ANGELES, CAL, o. P. Rowell & Co. 
publish a list of the best or most widely 
circulated or influential newspapers issued 
at important business centers throughout 
the country ;—the newspaper in each place 
that gives the advertiser the most for his 
money. On this list THE TIMES MIRROR, 
Daily and Weekly, is named for Los Angeles 


ERALD, SPRINGFIELD, MO.—Geo. P 
towell & Co, publish alist of the repre 
sentative daily newspapers issued in cities 
having a population of more than 20,000; 
the newspapers in each place which can be 
specially recommended to advertisers as com 
ing up to the requisite standard of character 
and circulation. THE HERALD, of Spring 
field, Mo., is ine luded in this list. 


R a check for $50 we will insert ten lines 

in ONE THOUSAND AMERICAN NEWS 
PAPERS of our own selection, and send it 
out the very day it comesto hand. The ad 
vertisement will appear in one thousand dis 
tinctly separate newspapers; files of all of 
which may be examined by the advertiser if 
he so desires. Ten lines will accommodate 
es tan 5 words; 1,000 weekly newspapers for 
$50. Send check and omer ‘of advertisement 
to be used to GEO. P. ROWELL & CO., 10 
Spruce St., New You 


DVERTISING MATTER, SAMPLES, Etc., 

“judiciously” distributed in Chicazo 
and immediate suburbs. We don’t handle 
lottery, secret disease, or other “snide” ad 
vertising. We have been established since 
1882, and keep a corps of reliable men (hoys 
not employed). Such houses as Marshal! 
Field & Co., “The Fair,” “The Hub,” The 
Chicago Daily News, The Chicago Herald, 
Lord & Thomas, etc., intrust their work to us. 
Why pot you? Correspondence solicited. 
THE BOWYER CIRCULAR ADVERTISING 
COo., 135 ss mamma St., Chicago, Mention 
PRINTERS’ IN 
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KF )R a check for $30 we will insert ten lines 
one week in ali the five Religious News 
papers catalogued below 
CHRISTIAN ADVOCATE, New York, N.Y. 
CHRISTIAN HERALD, New York, N.Y. 
INDEPENDENT, New York, N.Y. 
OBSERVER, New York, 
SUNDAY-SCHOOL TIMES, Philadelphia, Pa 
A regular issue of more than a quarter of a 
million copies is claimed for these Religious 
Weeklies. Ten lines willaccommodate about 
5 words; 250,000 copies for $30. Send check 
one , Copy of advertisement to be used to 
P. ROWELL & CO., 10 Spruce St., New 
York 


VOR a check for $50 we will insert a ten 
line advertisement once in all the five 
‘hildren’'s Periodicals catalogued below 
YOUTH'S COMPANION, Boston, Mass. 

ARGOSY, New York, N. 

HARPER'S YOU NG PEOPLE, New ¥« 

ST. NICHOLAS, New York 

GOLDEN DAYS, Philadelphia, Pa. 

It is believed that each issue of the five 
above named periodicals finds admission into 
more than six hundred thousand different 
families in which there are children. Ten 
lines will accommodate about 75 words; 
600,000 copies for $0. Send check and copy 
of advertisement to 


be used to GEO. P. 
ROWELL & CO., 10 Spruce St., New York. 


VOR a check for $5) we will insert a ten 
line advertisement once in all the five 
Weekly Stor 29ers catalogued below : 
F: {RESID Ss ORY PAPER, New York, 
k . 


wrk 


TE SIFTING 

8: \TU RD. AY NIGHT, Philadelphia, Pa. 

A weekly sale of over seven hundred thou 
sand copies is claimed for these publications. 
Ten lines will accommodate about 75 words; 
700,000 copies for 850. Send check and copy 
of advertisement to be used to GEO. P. 
ROWELL & CO., 10 Spruce St., New York. 


VOR a check for $8) we will insert a ten-line 
advertisement once in all the five Lit 
erary Publications osteeues below : 

CENTURY MAGAZINE, New York, N.Y. 

SCRIBNER’S M \GAZINE, New York, N.Y. 

New York, N.Y. 
Yew York, N.Y. 

HARPER'S BAZAR, New York, N.Y. 

It is believed that more than six hundred 
thousand copies are sold of every issue of the 
above-named periodicals. Ten lines will ac 
commodate about 75 words; 600,000 copies for 
$60. Send check and copy of advertisement 
to be used to GEO. P. ROWELL & CO., 10 
Spruce St., New York 


VOR a check for ro we will insert ten lines 
once in all the five Agricultural Publica 
tions catalogued below : 

*FARM AND HOME, Springfield, Mass. 
AMERICAN AGRICULTURIST, New York. 
AMERICAN RURAL HOME, Rochester,N.Y 

*FARM AND FIRESIDE, Springfield, Ohio. 
FARM JOURNAL, Philadelphia, Pa. 

A regular issue of more than eight hundred 
thousand copies is claimed for these Farm 
Newspapers. Ten lines will accommodate 
about 75 words; 800,000 copies for $60. Send 
check and copy of advertisement to be used 
to oo = ROWELL & CO., 10 Spruce 8t., 
New Yo 

*Alle ditions included. 

a a check for $20 we will print ten lines 

NE MILLION ISSUES of leading 
Emestonn Newspapers (our own selection), 
and complete the work within ten days 
This is at the rate of only one-fifth of a cent 
a line, for 1,000 cireulation! The advertise 
ment will appear in but a single issue of any 
paper, and consequently will be placed be- 
fore One Million different newspaper pur 
chasers—or FIVE MILLION READERS, if it 
is true, as is sometimes stated, that every 
newspaper is looked at by five persons on an 
average. Ten lines will accommodate about 
75 words. One million issues for $20. Send 
check and copy of advertisement to be used 
to GEO. P. ROWELL & CO., 10 Spruce St., 
New York 
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ie SIDE JOURNAL, New Milford, Conn. 
Cire ulates in the rural districts of the U.S. 
Over 6,000 cire’n. “ Bie G PULLER.” Rates low, 


VOR a check for $30 we will insert a ten 
line advertisement one week in all the 
five Home and Family Weeklies catalogued 
below. These are the People’s Newspapers : 

NATIONAL TRIBUNE, Washington, D.C 

INTER OCEAN, Chicago, Ill. 

FREE PRESS, Detroit, 

WORLD, New York, N. 

BLADE, Toledo, Ohio. 

No one of the above-named publications is 
believed to issue so small a number as sev 
enty five thousand copies weekly, and three 
of them issue considerably more than one 
hundred thousand. Ten lines will accommo 
date about 75 words; 500,000 copies for $30. 
Send check and copy of advertisement to be 
used to GEO. P. ROWELL & CO., 10 Spruce 
St., New York. 


MNHE ARGOSY—114,000—N. Y. To show 
that this first-class family literary week 
ly is circulated among people who have 
money tospend for the luxuries of life, we 
appe nd two letters, nearly a year apart 
Bicycles are not bought for a song, and when 
it is known that the advertising mentioned 
in the first letter cost the Pope Co. over 1,000 
the sincerity and business judgment of the 
writers will be appreciated 
OFFICE Pore M’r’e Co., ’) 
COLUMBIA BICYCLEs, 
Boston, Jan. 1, 1890. ‘ 
81 Warren St., New York 
Dear Sir—Inclosed you will find contract 
for one-quarter page in “ THE ARGosy.’ 
By careful testing | am fully assured that 
‘THE ARGOSY ” is one of the best ge meral ad 
vertising mediums in eristence 
Sincerely yours, Natu’. C cen 
Adv. Dept. Pope M’f'g Co. 
OFFICE Pore M’r'’e Co., ) 
CoLuMBIA BICYCLEs, 
Boston, Dec. 18, 1890. ‘ 
Frank A. Munsey, New York 
Dear Sir—We desire to renew our last year's 
contract with “THE ARGoOsy,” as it is a pay 
ing medium, notwithstanding the high cost 
Can we have same position? Please also 
quote figures for four inches, six months, in 
Munsey’s WEEKLY. Yours truly, 
Pore M'r’a Co 
per H. H. Coie, Mgr Adv 


FRANK A, MUNSEY, 


Dept 


\ JHAT “ PRINTERS’ INK” IS GOOD FOR. 

In Printers’ Ink for December 3rd 
an advertiser offers a reward of $100 to any 
one who will unfold to him the best scheme 
for investing $5,000 in advertising his busi 
bess. 

In the issue of December 10th another ad 
vertiser offers $100 for the best motto to be 
used in connection with his trade-mark to 
form an advertisement. 

In the issue of November 5th, paper-weight 
clocks (with an advertisement on the dial 
were offered, resulting in the sale of more 
than 1,45) of them in thirty days. 

The offer of 8%) reward for the best adver- 
tisement setting forth the merits of Geo. P. 
Rowell & Co’s New apees r Advertising Bureau, 
produced more than 200 specimen advertise 
ments. 

A quarter-page advertisement, in which the 
advertiser offers to design advertisements, 
after having appeared twice, brought in 72 re 
plies, a large majority of them being orders 

A Philadelphia seed house in the Dec. 24t! 
issue offers $0) for the best advertisement 
calculated to bring business to them 

In the issue of December 3ist 850 is offered 
by a Mexican Railroad Company for the best 
design suitable for use as a trade-mark 

PRINTERS’ INK, as a medium for the ex- 
change of ideas about advertising, cannot be 
equalled 

osts 80. A line costs 2c., if ordered 
February 4th, or $100 a page and 5 
cents a ne. f ordered after February 4th 
P. ROWELL & Co., 
* ~ublishers of PRINTERS’ INK, 
10 Spruce Street, New York. 
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A good advertisement 
is the foundation stone of 
an advertiser’s success. 


OW can create a sensation 
by walking down the principal 
street in the above dress, but the 
impression which you will create 
will not be favorable to you in a 
business point of view 
You can also attract much 
attention by an advertisement 
badly worded and arranged with conspicuously bad 
taste, but a good advertisement properly constructed 
and displayed attracts favorable attention and pro- 
duces an impression that is favorable to you and your 
business 


Whoever would successfully conduct a line of advertising should always 
devote the greatest care and attention to the preparation of the advertisement to 
be used. Money expended in getting started right is judiciously expended 

To aid the advertiser in preparing his advertisement is an important branch 
of the business in which we are engaged. 

When called upon to prepare an advertisement or give advice or assistance 
in its preparation, it is always desirable that we be placed in possession of pretty 
full information concerning the business to be advertised. This is usually fairly 
well conveyed by circulars or other advertising matter that has been used in 
times past. 

We undertake to prepare a suitable advertisement, have it set in type in 
such a style as appears effective, and to procure illustrations, if any are needed 

After a satisfactory advertisement has been produced we furnish an electro- 
typed pattern, to be used for duplication, if the display and illustration make 
such an electrotype desirable or necessary. 

For the labor and expense of preparing the advertisement a suitable charge is 
made, the amount depending upon the time and talent brought into r eq isition. 


Address 


GEO. P. ROWELL & GO., 
Newspaper Advertising Bureau, 
10 Spruce St., N. Y. 
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This advertisement is constructed on the model of 
the Prize Advertisement awarded $50.00 in competition, 
by the Publishers of Printers’ Ink, and is thercfore 
worthy of special attention 


ESTABLISHED IN 1304. Joun F, Cramer, President 


Cuas E. Strrone, Genl. Manager. 


The Chicago Newspaper Union 


Is a combination of thirteen hundred 
_ Co-operative Newspapers—dailies, semi- 
weeklies and weeklies—published mainly 
in Ohio, Michigan, Indiana, Illinois, lowa 
Wisconsin, Nebraska and South Dakota. 
The population of these eight States is in 
excess of one-quarter of the inhabitants of 
the Union. The substantial character and 
enterprise of the people are unexcelled 
As a field for advertising it is unequalled. 
These papers have always received the 
patronage of leading advertisers, which is 
a sure attest of their value 


The Original Co-operative Lists. 


The further advantage to advertisers in using this 


class of papers is set forth at length in a pamphlet pre- 
pared for this purpose. It contains also the names of 
the papers and places of publication. Methods of 


Business and other information are given. Testimo 
nials of Advertisers in fac simile, as to their apprecia- 
tion and value of these Lists, are to be found therein, 
Mailed to any address upon application. 


Address, THE CHICAGO NEWSPAPER UNION, 
Nos. 271 & 273 Franklin St., Chicago, Ills., 
Or, No. 10 Spruce St., New York. 
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ERTISERS. 


PUBLISHERS, 


New York. 


ROWELL 
No. 


GEO. P. & CO., 


Office : 


ro Spruce St., 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance 
single cupies, Five Cents. No back numbers. 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMEN TS, agate measure, 25 cents 
a line ; $50 a page; one-half page, $25; one- 
fourth page, $12.50. First or Last Page, $100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
cents aline. Advertisements must be handed 


in one week before the day of publication. 


JOHN IRVING ROMER, EDITOR. 


JANU. 


NEW YORK 


YEAR'S NUMBER, 


ARY 7, 


1891. 


OUR NEW 

It is with a feeling of gratification 
that we present to our readers this 
Special New Year’s Number of PRINT- 
ERS’ INK. For some time past it has 
been manifest that the little paper has 
become the biggest kind of a success, 
and the present issue is a fitting intro- 
duction to our fourth volume. 

There is one matter, however, we 
regret, and that is the large amount of 
advertising that we are obliged to carry 
in this issue. Much of this came in at 
a late moment and crowded out a variety 
of interesting reading matter. Avs it is, 
we are able to present a very valuable 
series of signed articles and original 
contributions from leading men in 
the business, all of which will doubt- 
less meet with due appreciation, Such 
matter been forced to hold 
over will enliven the pages of future 


as we have 


issues, 

It is our sincere desire to keep the 
of PRINrERS INK down to the 
smallest possible point. Just as the 
paper outgrows this original intention 
we anticipate a corresponding loss of 
interest on the part of readers. In 
order to prevent advertisers from mo- 
nopolizing too large a proportion of 
the paper, it has been decided to in- 
crease the rate to 50 cents a line and 
$100 a page for displayed advertise- 
ments. The new rate will go into effect 
with the issue of February 4. The 
space will be worth all that is asked for 
it to those who wish to reach adver- 
tisers of every grade and class. The 


size 


PRINTERS’ 


INK, 
limited amount of advertising -which 
the paper will carry will add materially 
to the value of its space. 

HE edition of PRINTERS’ INK for 
this week is 59,000 copies. 

ma. DBD. F. MALLETT, 
Haven, has issued what "he calls a 
‘** Book of Ideas for Advertisers.” It 
consists of a series of suggestions for 
catch lines of advertisements, each sug- 
gestion occupying an entire page. 
While a careful examination of this 
work fails to reveal great merit, it is true 
that if the advertiser can gain from 
it a single idea which he can use, he 
will be getting it cheap at one dollar, 
the price of the book, 


of New 


A COMPARISON of the cost of adver- 
tising in the leading New York dailies 
and the leading dailies of Chicago is 
made by Mr. L. H. Crall. Fora sin- 
gle insertion of an advertisement of 
Steinway pianos which measures 17 
agate lines he estimates the cost at 
$46.50 in the following New York pa- 
pers: 7ribune, Zimes, World and Sun. 
The same advertisement one time in 
the Chicago 77ribune, News, Herald 
and J/nter Ocean he quotes at $19.55. 
The comparison is further carried out : 

The cost of an eight-inch double-column 
advertisement one time in the New York 
daily Sun, World, Times and Tribune is 
$666. 

The same space one time in the Chicago 
daily News, inter Ocean, Herald and 7ri- 
bune, costs only $308. 

The differenc e is still greater on space con- 
tracts, the New York papers charging the 
same rate for each insertion of an advertise- 
ment, while the Chicago newspapers allow dis- 
counts ranging from 5 to 30 per cent upon 
amounts, and one of the papers named as 
high as 45 per cent. 

Advertisers frequently test the sale of an 
article by advertising it in the New York 
newspapers at great expense, when the same 
test could be made in the Chicago news- 
papers for less than half the cost. 

As to circulation, Mr. Crall quotes 
the American Newspaper Directory as 
giving the four New York papers he 
names 335,572 copies daily, and the four 
Chicago papers 360,245 daily circu- 


lation, 
qe 


Tue idea of having all foreign ad- 
vertising for the papers of a State pass 
through the hands of a special repre- 
sentative, or agent, is not a new one; 
and the theory has recently been put 
in practice by the California Press As- 
sociation, Mr. John F. Uhlhorn, having 
an office at No, 137 Montgomery street, 
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San Francisco, has been appointed the 
representative of this organization. « 
Chis gentleman superintends the trans- 
action of all foreign advertising in the 
100 papers which are at present mem- 
bers of the association. All business 
which does not come under the head of 
‘local’’ must pass through his hands, 
and advertisers are asked to save them- 
selves trouble by communicating direct 
with the superintendent. An announce- 
ment which has been issued states that 
all business sent direct will be referred 
to Mr. Uhlhorn for final action and 
that the members propose to maintain 
this system ‘‘at all hazards.” The 
San Francisco representative will not 
receive a percentage on the business 
that passes through his hands, but will 
be paid by assessments on the members 
of the association. The operation of 
this scheme will be awaited with in- 
terest 
capaleicaientine 

Be liberal with your publisher, can- 
did with your public, and Heaven will 
send you customers.— 7/e Roller Mill. 

ara pgrere 
FOR SALE. 

idvertisements under this head % cents a line 


PREMIUMS TO-INCREASE pacers. 
, #6 Duane St., N. Y 
pm 000 LA. FARMERS. New list. What is it 
) worth ? ? J.C.T., Box 182, Mt. Pleasant, Ia. 
I IRECTORIES NIAGARA CO., N. Y. 
#,000, for sale. WARD & COBB, 
port, N. ¥ 
| en PAPER— Well established ; 
cation; other business. Address 
care PRINTERS’ INK. 
yy P RINTING OUTFIT FOR SALE. 
eF over $625. Sell for less than agg 
easy. THU RBEE R&C O., Bay Shore, N. 
GOOD AGENTS’ addresses on 
50, OO slips. All new w ithin 
a year. $15 00. H. L. PEA 
BODY, Pub. Augusta, Maine. 
N ANNUITY FOR LIFE FOR $2.00.—Send 
44 that amount, with year of birth, to MAR 
TIN BATTLE, Sec’y Tontine Savings Fund 
Ass'n, 198 17th St., Brooklyn, 


I A RE chance to buy cheap, Box and Basket 
Factory and Planing Mill. Lumber Yard 

connected, can be had if wanted. Address 

LUMBER DEALER, Perrysburg, Ohio. 


100.000 Sans 


cupations of persons in 
every Province .$ Canada. $2.) per thou 
sand. THOS. MOORE, Chatham, Ont. 
VOR 


SALE—A rare chance. An old and 
welLestablished with good 


1G 
I EMPIRE PUB. CO. 


, Pop., 
"Lock 


good lo 
“x” 


Cost 
Terms 
Be 


addresses and oc 


Job Office, 
reputation for a work. Best location, good 
business. W. . CHEW, 712 Chestnut St., 
Philadelphia, P. 4 


VOR SALE—The entire or half interest in a 
newspaper and job office in Northern 
Illinois. Owner has other business that must 
be attended to. For particulars apply to 
J. B., care PRINTER'S INK. 


VOR SALE—10,000 NAMES in North Dakota, 

in South Dakota, in Minnesota, conveni 
ently arranged for advertisers. Price $1.0 
per 1,000 names, or $25.00 for entire list. Ad 
<iress B. PEW, Aberdeen, 8. D. 
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VOR SALE 
Jobber 


4! 


Job Printing Office, Cylinder 
Power, etc. Eve rything first 
‘dass. A rare opportunity. Address A. RK 
STODDARD, 22 W. 2d Ave., Columbus, Ohio. 
Names of Newly Married 
2( 0. OOO Ladies ; names of 30,00 Sub 
se 9 rs toa monthly magazine ; 25,000 names 
of Gun buyers, and 6,000 names of Fortune 
Hunters. All in answer to advertisement. 
Make offer. P. O. Box 3,613, New York. 
VOR SALE—Complete outfit of 8-column 
paper. New Washington press, @ fonts 
job body type, cases, stands, eighth medium 
a »be' we, ete. Will se ali all o part at bargain. 
ETZ, Green Spring, ¢ 


VOR SALE—A Daily and Weekly Paper in 

a thriving manufacturing community in 
New England. Customer must have not less 
than $2,000 cash. Address “‘ BUSINESS,” care 
Press and Printer, Kee . N. H. 


OR SALE—The entire or one-half interest 
in the leading Daily and Weekly Demo 
eratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “B. F.,” care Printers’ INK. 


VOR SALE—A NEWSPAPER OUTFIT 
The type, web press, stereotyping appa 
ratus, boiler, 2 fine engines and material of 
the os yhis Avalanche, recently consoli 
dated with the Appeal, are offered for sale at 
a bargain. Address APPEAL-AVALANCHE, 
Memphis, Tenn. 


F YOU WANT TO SELL your Newspaper 
or Job Office, a Press, or a Font of Type, 
_ the story in twenty-three words and send 
with a doll: ur bill, to the office of PRINT 
ER If you will sell cheap enough, a 
single insertion of the announcement will 
generally secure a customer. 


D0. OOO five people, who read ‘ads. 


for profit, copy of Rand’s N. Y. City Business 
Directory, and 5300 each note heads and en 
velopes printed to order. All the above post 
paid 5 for poly re cash with order. 8. P 

VELL Bensalem, Moore Co., N. C. 


YOTTRELL & BABCOCK Intermediate News 
and Job PRESS; air springs, tapeless de 
livery, two-form roller, bed 2x46, first-class 
order, steam fixtures. Fine press for job or 
newspaper work. Can be seen running at any 
time. Will be sold low. Also, a Westinghouse 
Engine, 10-horse. Ba IZABETH DAILY JOUR 
NAL, Elizabeth, N. J. 


VOR LEASE 
of the best 


Ss’ ID 


With privilege of buying, one 
paying Democratic weekly 
newspapers in Missouri, at county seat, a 
growing city of 5,000, Net profit $3,000 a year 
Fine cylinder and job presses, paper-cutter, 
abundance of material, steam power, fine 
office, separate editorial rooms. Address 
“RARE CHANCE,’ ome PRINTERS’ INK, 10 
Spruce St., New York, N. Y. 

FORTUNE IN IT. Irwin M. Gray & Co., 
4A. of Montrose, Pa., offer their family medi 
cine for sale, viz.: Nature’s Remedy for Ca 
tarrh, Gray's Sarsaparilla and Gray's Vege 
table Pills. These medicines are put up the 
presttest of any on the market. Any one trou 
»led with catarrh can be cured by sending $1 
and get a large qr. lb. package of Nature's 
Remedy for Catarrh, a purely vegetable com 
pound. Have not capital to push it. 


LOVELY SOUTHERN ESTATE OF 
yi acres, with ocean front on an island in 
South Carolina, reached by two lines of 
steamboats from southern coast cities and 
six miles from railway. Large mansion of 
eS rooms, Stands 20) feet from beautiful 
beach, 14¢ miles long. %0O acres arable and 
30) acres pine and oak forest. Abundance 
game. 1,400 choice Southern fruit trees and 
several hundred grape vines. [xtensive 
grounds and flower gardens. Wharf and 
boat-house. In all one of the most delightful 
situations on the Southern coast. Will be 
sold ata bargain. (Folio 5191.) PHILLIPS & 
WELLS, Tribune Building, New York 
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Continued from page 33. 


unless he have the controlling ones of 
good business sense, and is a master of 
diplomacy, he will not—he cannot— 
reach the topmost round in the ladder 
of success as a writer of advertise- 
ments. 

I have sought in this way to lead 
your thoughts along pleasant ways in 
discussing this truly great question of 
advertisement writing, believing that 
when the time comes that writers are 
less arrogant and less vain, and when 
they shall learn the full value of grace- 
ful manner as well as graceful expres- 
sion; when they are willing to write in 
a language understood by merchant and 
the simplest buyer alike; when they can 
look a long way ahead and see to what 
their words tend in the weeks and the 
seasons after now; when the writers 
and merchants alike realize that confi- 
dence means all of success to them, 
and the want of it the certainty of 
failure; when both merchant and writer 
understand that confidence must be de- 
served before it can be won by the 
writer—then and only then may another 
article be added to those already written 
down in the creed of one advertisement 
writer. 

With it all and above all, be honest 
in your every thought; let your coming 
and going in your store ways be of the 
brightest and happiest; win only trust 
free from all fear; be the loyal friend of 
every honest, earnest chief of depart- 
ment; be glad in their successes, that 
you may have the inspiration of their 
appreciation of your own efforts. 

Finally, don’t set me down as an 
‘expert.” I don't like the title and it 
don't belong to me. If you want any- 
thing I can tell you, write for it and you 
shall have it; for are we not all brothers 
in an honorable profession ? 

Worcester, Mass. 

oi anal 
INSTRUCTIVE ADVERTIS- 
VG. 





‘ 


The most successful advertisements, 


as a rule, are those which contain 
some information of value in regard 
to the article or subject advertised. 
Every advertisement is supposed to be 
instructive, but not in the sense I have 
reference to in this article. 

A dentist advertises to the extent of 
a few lines in a local paper; he dif- 
fuses the information that he is the 
man to relieve you of an aching tooth, 
and to a certain degree his announce- 


INK. 

ment is instructive. But this is patent 
to almost any ‘‘ad.’’ ever published. 
What the modern advertiser wants, and 
must have, if his advertisement is to 
be more taking than a thousand others, 
is individuality and _ instructiveness. 
We get the first by the employment of 
an ‘‘ expert,” whose style is ‘* peculiar 
to himself,” thus giving his advertise- 
ments an individuality—a conspicuous- 
ness not usually attained by the inex- 
perienced, The second feature should 
also emanate from the ‘‘ expert,’’ and 
upon his judgment rests everything. 
If bad, he will probably overlook that 
information which is wanted, and 
which, if adopted, makes the adver- 
tisement valuable to his readers. Bad 
judgment is like a railroad smash-up 
the less we have to do with it the 
better our advertising will prosper. 

The advertisements of Murphy & 
Co.’s varnish are modest examples of 
the instructive style, and were penned 
by a disciple of J. E. Powers, if not 
actually his own work. These adver- 
tisements are set in plain roman with- 
out illustration, with but one dis- 
play line, and the secret of success is 
due to the fact that after reading them 
you are a fair judge of good and bad 
varnish. If doubly interested, you 
are requested to send for a primer. 

** Newspaper Advertising’ is Row- 
ell & Co.’s primer, yet nearly every 
competitor in the PRINTERS’ INK prize 
contest overlooked its importance in 
designing their ‘‘ ads.” 

Other examples of instructive ad- 
vertising are found in Macbeth’s pear! 
glass chimneys, Ivory soap, Pears’ 
soap and others. 

The possibilities of the instructive 
advertisement have not begun to be 
realized and will not until advertise- 
ment writers pause in their lofty flights 
of imagination and get down to earth 
once more. An advertisement is noth- 
ing but a bid for trade. Pound your 
claims of superiority into the reader in 
such a pleasant way that they will not 
soon be forgotten! Discard those un- 
important illustrations and phrases 
which have no direct bearing upon the 
text of your advertisements. Don't 
say P. T. Barnum is dead when he 
isn’t, simply to attract attention. De- 
ceit repels rather than attracts. If you 
lie in your ‘‘ ads.”" people will not trust 
you or the goods you sell. 

I have in mind a few ideas which 
advertisers can reflect upon—not for 
copy, but more especially as affording 
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new methods of widening the rut into 
which so many have fallen. 

Suppose I have undertaken the task 
of originating something new for a 
Jamaica ginger advertisement. Many 
good examples have been produced for 
Sanford’s ginger, and it is necessary to 
be original if I intend to ‘‘take the 
cake.” I have it: 


“One cup hot water, % cup milk, 1 tea- 
spoon sugar, 1 
ginger.”’ 


0 Ginger, Where Is Thy 
Sting ? 


teaspoon bang-up Jamaica 


The simple recipe of milk and water 
is valuable information, because thou- 
sands object to Jamaica ginger on ac- 
count of the sting. If you tell how to 
get rid of it a big point is gained. If 
the balance of this ‘‘ ad.” is skillfully 
designed it will be sure to attract 
attention. 

Pearline is well advertised, and it is 
not to be supposed that I can suggest 
any radical improvements. One claim 
made for pearline is that fine fabrics 
washed in water containing some of 
this powder are made whiter and last 
longer than is usual in ordinary wash 
ing. Suppose the Messrs. Pyle get a 
designer of crochet patterns to get 
them up a new tidy pattern, afterwards 
having an engraving of it made for 
their newspaper and magazine “‘ ads.” 
What result? The thanks of every 
lady reader. The directions must be 
under the pattern, and last but not 
least, ‘‘ wash it in pearline.” ‘This 
tidy pattern would make a good substi- 
tute fora border. A second tidy pat- 
tern with the word ‘* Pearline” out- 
lined could be used at bottom 'f ‘‘ad.” 
without directions for making. Should 
such a system be followed up by fre- 
quent chan, *s for a few months, it is 
safe to affirm ‘*at the pearline ‘' ad.” 
would be an eagerly sought-after feat- 
ure in the various publications. 

And now for the plain reading ‘‘ ad.” 
set in pica roman in the local daily. 
Radical suggestions cannot be enter- 
tained, because bargains—big ones— 
all kinds—must occupy the space. 
But let the advertising man keep a 
record of important local events in 
chronological shape, and it will be 
handy next year and years to foliow. 
Every day devote a few lines to telling 
what happened one, two, five or more 
years ago that very day. Wouldn't 
the readers expect it as a regular 
feature daily—and wouldn’t it take ? 

G. H. Powe. 
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THE VALUE A D- 
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Of 


When the defendant took the stand, 
his Honor said : 

** Prisoner, you are charged with hav- 
ing removed the goblet from the hand 
of the Cogswell statue and substituting 
a pair of two-bit suspenders, with a 
placard calling attention to your estab- 
lishment across the way.” 

** Well, Shudge,”’ replied the offend- 
er, with an ingratiating smile, ‘‘ of 
gorse I vants to get along in peesness.” 

** After which,” continued the Court, 
sternly, ‘* you substituted a lot of neck- 
laces for the suspenders, and attached 
to the other hand a lot of bills referring 
to your new stock of gum shoes and 
hair oil.” 

‘*Dose hair oil is fust 
Honor,” said the defendant. 
like to sell you a pottle.” 

‘And yesterday,” continued the 
Court, consulting the indictment, ‘* you 
obstructed the thoroughfare and created 
a disturbance by placing a paper collar 
and a plug hat on the statue in ques- 
tion.” 

**Dose blug hats is cheap at four 
dollars, Shudge. Moses Levy sharges 
fife and a halef vor dem same kind,” 
returned the trader, cheerfully. ‘‘I 
beats dose fellers efery dimes.” 

** And at night,’’ went on his Honor, 

‘at night, it appears you placed in the 
figure’s hand a transparency containing 
a further advertisement of your wares 
Now this is most improper ard repre- 
hensible.” 

‘**Dot’s right, Shudge,”’ said Mr, 
Solomon, delighted. ‘Bitch into me 
off you blease. Speak loudt, so dose 
noospaper vellers gan hear you,” and 
he smiled benignantly upon the re- 
porters 

‘*Great heavens!” thundered the 
Court, as a frightful idea struck him 
‘‘ Is it possible you have the audacity 
to use the machinery of this Court as 
an advertising dodge ?” 

**Dot’s it, dot’s it, Shudge,” ex- 
claimed the Cheap John, rubbing his 
hands exultingly. ‘I out der 
gomplaint myself.”.— San Francisco 


Post. 


rate, your 
** | vould 


svore 


To make the consumer familiar with 
the name and the merits of any line of 
manufactured goods, there is no quicker, 
better or cheaper means available than 
the intelligent use of newspaper adver- 
tising.—A. V i wspaper Co 
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Correspondence. 


THINKS OUR ESTIMATE TOO HIGH. 
New York, Dec, 22, 1890. 
Editor of Printers’ Ink : 

Regarding the question ‘‘ How much money 
is spent in a single year in newspaper adver- 
tising ?"’ it looks as if the estimate of $110,- 
000,000 is much too high. 

Perhaps the best available authority is the 
— ral Census of 1880. That gives a table, 

founded on figures furnished by the pub- 
lishers of all the newspapers and periodicals 
of every kind then issued in the United States, 
showing the total receipts from adv ertising for 
the year preceding, and also the total receipts 
from subscriptions, I find that the total for 
the advertising is $39,136,306; the total for 
the subscriptions, $49,872,768. These figures 
are probably near correct, for, though an erring 
publisher might overstate the extent of his 
circulation in making out the census return, 
it probably would not occur to him to tamper 
with the statement of his receipts from the 
two sources named, so as to bear out, if need 
be, the untruthful exhibit of his actual issues. 

it will be noticed that, contrary to current 
belief, the subscription receipts were larger 
than those from advertising; and while the 
number of papers now issued greatly exceeds 
that of 1880, and the schedule rates on some 
lines of papers have increased since then, it is 
equally true that the market rates on certain 
numerous classes of journals are lower now 
than in the year mentioned. Making all 
allowances, is not an estimate of $70,000,000 
quite liberal ? 

It is in considering this kind of question 
that value would have been found in such a 
plan for the statistics of advertising as was 
suggested for the Federal Census of 1890 (and 
outlined in Printers’ Ink in June and July 
last), but which Mr. North, the special (cen- 
sus) agent, did not adopt. 

Wa. WATTENBERG. 
+o 


SUBSCRIPTION A ot 2 ADVERTISING 
INC 
REPUBLIC-JOURNAL, ; 
Litt.eton, N. H., Dec. 22, 1890. § 
Editor of Printers’ Ink: 

In the editorial notes in Printers’ Inx for 
December 17 | notice an article ingeniously 
estimating the amount of money annually ex- 
ae for newspaper advertising, and asking 

ra better method of getting at the figures. 
I think a mistake is made in estimating re- 
ceipts of newspapers for advertising as greater 
than from ae of papers. That rule may 
hold good for the city daily, class publication 
and a certain class of magazines, but am 
sure it is not true of the great number of 
country and State papers, which make up a 
great majority of the publications of the 
United States. I know in the case of the Re- 
public-Journal the receipts from subscription 
annually exceed those from advertising by 
about $1,000, and so far as I can learn this is 
true of all the best country and State papers. 
Does not this show that the local papers are 
not appreciated as they should be by adver- 
tisers? The rates are generally low, and no 
one will deny that they are more thoroughly 
read and preserved than any other class, and, 
therefore, are more valuable to advertisers. 
The very fact that subscription receipts of the 
local press are larger than those from adver- 
tising, while the reverse is true of the city 
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daily and class publications, shows that adver- 
tisers have neglected a valuable and profitable 
medium of advertising. I think a careful 
examination will show that the total receipts 
from advertising by publications in the United 
States are less, rather than more, than receipts 
from sales of | papers. Gro, C, Furper. 


+o 
A DISPUTED 
NATIONAL ADVERTISING Co., | 
New York, Dec. 16, 1890. { 
Editor of Printers’ Ink: 

My attention has been called to an assertion 
and counter-assertion in your columns regard- 
ing the origin of the phrase, “ You press the 
button ; we do the rest.’’ It is not my desire 
to continue this agitation, for I feel a long suf- 
fering public has been already too greatly 
afflicted by this phrase and the innumerable 
changes which have been rung upon it. Under 
these circumstances, the originator of the 
phrase would apparently show better judg- 
ment to remain in hiding than to brave public 
vengeance. As this however seems an impos- 
sibility, 1 am compelled to plead guilty, I 
did construct the phrase in its present form, 
did incorporate it in the original advertise- 
ment in which it was used, did persist in using 
it in the various advertisements of the ca- 
mera to which it referred, and fear I shall be 
obliged to abide by the verdict which a toler- 
ant public may impose. While that verdict 
may be severe, let me hope that in view of all 
the circumstances it may possibly assume, on 
the part of the ublic, something of the fol- 
lowing form: ‘* Please drop the subject ; we 
require rest." BB . WEBSTER. 


POINT. 


THe 


jinenmaniincnahgaene, 
“ THE LEADING PUBLICATION.” 

Tue Saturpay BLape. 
Proved Circulation, 150,000 Weekly. 

Tue Cuicaco Lepcer. 
Proved Circulation, 60,000 Weekly. 
Cuicaco, Ill., Dec. 27, 1890. 

Geo. P. Rowell & Co.: 

Enclosed please find copy for page adver- 
tisement in Printers’ INK, arranged for with 
you when in New York last week. One page 
one year, $2,600. 

Several publishers, who have learned, 
through the notice you gave me in Printers’ 
Ink, that I had placed a contract for one page 
one year, have spokento me and asked me if I 
had not gone crazy in spending that amount of 
money in one publication, I simply toldthem 
that every advertiser | saw and nearly every 
newspaper man is talking about Printers’ 
Ink, and that as it isthe leading publication 
in its line I believe it will pay, i. to use it. 

. D. Boyce. 
—- 
SCORE ONE FOR THE EDITOR. 
From the Atlanta Constitution. 

“We caught a burglar in our room last 
night,’ ’ writes a Georgia editor, ‘‘and we are 
now in possession of $6 and a new hat, ‘All 
things come to him who waits.’’ 


— --- 


THE NEXT DE ‘NIAL. 
From Munsey’s Weekly. 

“*They say now that William Tell never 
shot that apple from his son’s head,” re- 
marked Mrs. Livewayte, of Chicago, as she 
looked up from the newspaper. 

““Hm!” snarled Livewayte, who is a mem- 
ber of the Chicago Literary Society; “* the 
next thing they’ll deny that Daniel Webster 

wrote the unabridged dictionary.’ 
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THE YOUTHS 
COMPANION 


(HRISTMAS - 1899"lb0 


We have been regular patrons of Kellogg’s 


Entire Lists for nearly fifteen years. 


PERRY MASON & CO 


Boston, July 15, 1890. 
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A NOVEL METHOD 
DENSA TION. 


OF 


It is worth noting that a leading 
journal of Chicago has adopted for its 
society reports the system of compre- 
hensive brevity until now used only by 
the Congressional Directory to give the 
information ordinarily desired by so- 
ciety abut the Judges of the Supreme 
Court and the Members of Congress. | — * 
In the Chicago 7ribune's account of 
an ‘‘ Evening with Browning,” at the 
house of ‘‘ Mr.and Mrs. Clark,” situ- 
ate at ‘‘ No, 2000 Prairie avenue,” we 
find the list of guests selected for pub- 
lication printed in this form : 

*J. J. GLESSNER, 
*N. K. FAIRBANK, 


*FRANKLIN MACVEAGH, 
* JUDGE GRESHAM, 


*STEWART CLARK, 
*LAMBERT TREE, 
*O. R. KEITH, 


Mr. Roseat Lixcor. x, 
Mr. ARCHTE FISHER, 


Prof. SwIne, *Mr. WILLING. 


Lest unfamiliarity with Chicago's 
new departure should leave surprise 
that Mrs. H. O. Stone should be the 
only married woman present, we wil 
add the 7vibune’s precautionary notice 
that *‘ gentlemen accompanied by their 
wives are indicated by an asterisk.” 
Chicago is lightning, clear through her 
400. 

A little study of the Congressional |~ 
Directory, though, will teach the West- 
ern society reporters still other wrinkles 
of condensation. Miss Lucy Keep, 
for example, whom we will suppose, 
for the purpose, is the daughter of Mr, 
and Mrs, Albert Keep, would appear 
on the Directory principle not as a * 
indeed, but as a §. For example, in 
this official blue book of Judges and 
Congressmen, 
Mrs. Allen. * § Plumb denotes Mr. 
and Mrs. Plumb, with the addition 
of Miss Plumb. * § § | Cullom sig 
nifies Mr. and Mrs. Cullom, two 
daughters, and ‘‘ another lady.” And 
so on, 

And to think that, but for the 777- 
éune's hustling ability to pick up a 
good idea when it sees it, the plan 
might still be sleeping in the Congres- 
stonal Directory, which, by making a 
wife into an ‘‘ asterisk,” a daughter 
into a ‘‘ section,” and other ladies into 
“‘daggers” or ‘‘ parallels,” according 
to their peculiar status for the evening, 
an entire family group, with cousins, 
aunts, and friends thrown in, can be 
printed in a short half line of agate 
type !—New York Sun. 
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*Allen means Mr. and | 


| 


| conveniently, arranged for Advertisers. 
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You have something to sell, there is 
somebody who needs it; connect that 
something with that somebody and there 
is a probability of a trade. —Reading 


(Pa.) Eagle. 
$35. Pianos $130 


BEATTY'S ORGANS $25, Pianee $12 


address Hon. D. F. BEATTY ‘Washington, N a. 


and description of your busi 


SEND 50c. ness and I will design you a 


catchy adv. D. H. MOORE, Jr., McArthur, O 


The Great Pecos Valley.—ful! descrip 
on. 38 beau 

photo-engravings. en cents silver or 
stamenk Publisher * “Irrigation,” * Roswell, N.M 








16 Lovely Beauties “s, s, latest, 
only lec. 59 for 25c. Thur 
_ber& Co., Bay! Shore, N.Y. 


Everybody should 
read and ponder — at 
wholesale prices. Cat. 
ESTILL & CO., Mansfield, O 





free. 
Portraits—Made to order from 
Photos. Cheapest mewenener © uts 
e made. Send for Drenta. ‘ENTRAL 
que PRESS ASSOCIAT'N, Columbus, Oo. 
advertisers. 


“TU Write Ad's amphlets 


anuacw Letters. “ Rates reasonably high.” 
GEO. W. ELLIOTT, Rochester, N. Y. 


Ms : 


SKOWHEGAN, 
will mail you the true 


MAINE, 
lide to health, and 
|8 vecifications for pract 
y outfits for ¢ outfits for coy POUND v APOR I B: ATHS. 


, and sales of fam 


99 for general 








nin Forth Dakota, 
In South Dakota, 
In Minnesota , 
rice 


000 names, or #25 00 for 
* Adve oss B. PEW, Ab Aberdeen, 8. D. 
Advertising Agenc 

A Mtine cn we BOStON. 


Send for Estimate 


RELIABLE DEALING. CAREFUL SERVICE. 
sam LOW ESTIMATES. 28 
Catalogue 


Books: ge 


free Notsold by Dealers; prices 
too lew. Buy of the Publisher, 
John B. Alden, 393 Pear! St., New York. York. 
medium for reaching the best ST RONG 
educational and home circles of the uth. 
Circulation (vide Geo. P, Rowell & Co.'s 
Newspaper Directory, vide The School Teach- 


er, Winston, N. C., to which Tue Epvucator 
is successor), 5,000. Advertisers who are in it 


for 1891 will obtain 
THE EDUCA- 


ESULTS. TOR CO., Durnam, N, C. 


»00 pe 
| entire list. Ad 


| Dodd's 




















New Issues 
every week 


The Southern Educator is a 
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FOR YOU 


Mr. Parme 
lee sold in 
three days 
116 Copper 
Coins for 
$6,915; 29 Sil 
ver © “yy: for 
$4,713; 4 Gold 
Cc Sine for 
And we can prove 

that others have dom 

nearly as well. Coin col 

lecting pays big. 

for the book,“ 

America,” 112 pa } 

illustrated. Worth its 

weight in gold to any one 

who handles money. W. Vow 
BERGEN, care of Numismatic E Bank, Boston, Mass. 


OUTHS 
Te> E'ADER 


ee For BOYS ano GIRLS. 
Circulation, over 25,000 copies. 
An Al advertising medium 
twenty cents per agate line, 
time or space discounts. 
Orders may be sent direct, or through any re 
sponsible advertising agency 


THE YOUTH’S LEADER, New Haven, Conn. 


$1,760. 


Rate without 


Active and Intelligent Men, 


WOULD LIKE 


To Start a Newspaper 


wHo 


IN THEIR OWN LOCALITY, 


may combine it with their present occupa 


tion, and do s« 


Without any Capital. 


Address “ NEWSPAPER,’ ” PRINTERS’ INK. 


AUSTRALIAN Before fixing up your 
es Australian contracts for 
advertising, we should like you to write to us for 
an estimate. We guarantee to save you money 
for, being on the spot, we can do advertising 
cheaper than any other fifm at a distance All 
papers are filed at our bureau, and every papeer 
ance is checked by a system unparalleled for ac 
curacy. On applic sation we will prepare any 
scheme of advertising desired, and by 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertising 
Firm in the Southern Hemisphere. Established 
over a quarter of a century. F. T. WIMBLE & 
©O., 369 to 373 George St., Sydney, Australia. 


THE E. B, SHELDON 00, 
MEADOW ST., 
NEW HAVEN, CONN., 
Electrotypers, Printers 
and Book Makers. 


The very best of work guaranteed 
in all _departments. 


return | 
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ANTED—LADIES 
to establish 


FASHION PAPERS 


in their respective cities and towns. The ar 
rangement enables the local publisher to 
produce a first-class fashion paper. The paper 
is printed, leaving one or two pages blank to 
fill in with local news. Only a small capital 
is required, and the business is most profit 
able. For full partic ulars and sam le sheets 
address ‘FASHION PAPER,’ 

Care of PRINTERS’ 


47 
AND GENTLEMEN 
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A New Book on Building. 


The “COTTAGE SOUVENIR” 
No. 2, by Gro. F. Barsper. If you want 
to builda Handsome House or an 
Artistic Cettage, you should see 
this new book. It contains @ designs 
of beautiful Cottages and Houses cost 
ing from $400 to $8,000, together with 
floor plans, estimated cost to build, &c. 
Price, $2.00. Address, 

GEO, F. BARBER & CO., 
Architects, Knoxville, 





Tenn. 














Who wants e arliest news 
of the building of blocks, 
apartment houses, and 
other structures likely to 
need heating, lighting, or 
some other apparatus? It 
is for sale by the Press 
Clipping Bureau, 103 Milk 
St., Boston, Mass. . 


SAVE MOnNeEYW.. 


BEFORE YOU BUY 


Bicycle 


—On-— 


Typewriter, 


Send to A. W. GUMP & CO., Dayton, 
Ohie, for prices. 

All grades New Bicycles, and over 400 Se« 
ond-hand ones. Tpyewriters, Cycles, Guns 
and Revolvers taken in exchange 

PUBLISHERS wishing new Bicycles 
can make arrangements to pay part in adver 
_tising if Printers’ Ink is mentioned. 





Many a Man Has Missed 


It who has seen my advertisements who has not sent for 
some of the wonderful CALCITES in colors, or the beautiful 


little 


OREGON ARROW POINTS, 


Vertebrate and Invertebrate FOSSILS of the Cheyenne River. 


WONDERFUL 
Send for large Illustrated 


or the 


Catalogue Natural History and Archeological specimens to 


L. W. STILWELL, DEADWOOD, S. D. 
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EXPENDED NOW 


EVEN IF YOU DO 


‘“KNOW IT ALL,” 


YOU WANT IT. 


COPIES SENT SUBJECT TO APPROVAL. 


GiBbBP’s 
Commercial Travelers’ 
Route and Reference Book. 


PATENTED MARCH 25, 1890. Price $5.00. 


GIBB BROS. & MORAN, 
PUBLISHERS, 


45-51 Rose St., N. Y. 


‘i ry 


| placing advertisements we h 





WILL SAVE YOU 


S5S50OQ 


| FIRST, Cash, $200 
| SECOND, Cash, 100 
5, Each $10 Cash, 50 | 
20, Each $5 Cash 100 
gu NT Ib. Boxes 


ER 
st N Candy 260 
Total Prizes, $700 


PRIZES & 


to those forming the MOST WORDS FROM 


Tadella yo Zink Pen 


The Name of t reer Hey 
VENTION IN WHITING PENS. 
No words ae not wir in Webster’s or 
Worcester’ 8 Dictionaries. Use each letter no 
oftener in one word than it occurs in ‘*T 
DELLA ALLOYED ZINK 
Arrange words alphabetically and at end of 
list write your name, P.O. address and num 
ber of words in list. Words must be written 
in ink witha Tadella Pen andthe Pen 
used must be enclosed with the list. 
(We give these peiare to induce you to 
try the pens.) Tadella Pen may be 
bought of YOU it STATIONER for 4 
penny, or we will send sample doz., to suit 
all hands, and — 1" ~ regarding 
method of award or 10 cents. 
CASH PRIZES Ban be be fald through 
the NATIONAL SHOE AND 
LEATHER Bank, New York. Answers must 
be received BEFORE MARCH 15TH, 
and the committee will award prizes within 
twenty days. For further information ad 
dress (with two-cent stamp) 


ST. PAUL BOOK & STATIONERY co. 


T. P 
2” Cut this out. It will not appear again. 


| the same person’s work. 


| give 


PEN.” | 


INK. 
Don’t Drive the Dog *ran'Yira: 


But send and geta 4c. recipe for making 


Brand’s Never ag? Paste. Will remain sweet. 


a year and stick ‘ hter” than a brother. 
_E. L. BRAN! Ww est Winsted, Ct. 


~ When you tire of 

seeing your own 
advertisements, 
mine for 
change. 


1 write for leading Advertising 
Agencies and large advertisers. Per- 
haps those NICE ADVERTISEMENTS 
which you constantly admire, were 
written and designed by me. 

A. LL, TELE, 
Rooms 60-62 Tribune Building, N. Y 


ADVERTISEMEN? 
WRITERS. 


a 


ZO 


In addition to our regular business of 
ave a de- 
partment for the writing and designing 
of advertisements. 

We do not find it advisable 
to have all the work of this character t! 
comes to us done within our own estab 
lishment, or by any one or two persons 
There is certain to be a monotony about 
In order 
| obviate this difficulty we want to com 
' mand field of talent as 
possible. 

We, 
writers of 


> however 


to 


as wide a 
therefose, invite 
advertisements to communi- 
cate with us, by letter. Each one should 
his permanent address, with 
samples of his work. His name will be 
entered upon our list and we will ad- 
dress him as the opportunity may pre 
sent itself. Each piece of work will be 
paid for by special arrangement. 

In this way we are able to organize 
a bureau which advertisers may draw 
upon at will, securing the s of 
work they want, and also to provide a 
market where writers and designers 
of advertisements can dispose of good 
and practical ideas to their own advant 


professional 


class 


age. 

We also desire to be in communica- 

tion with artists capable of originating 

catchy drawings suitable for illustrating 

and enlivening advertisements. 

Address 

GEO. P. 

Io Spruce St., 


ROWELL & Co., 


New York. 
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The Newsand Sun! 
GRIFFIN, GEORGIA, 
Offers 


to its Weekly Subscribers 


for 15901, 
$4 for $1; 


its Daily 
1591, 


$8 for $5; 


(Giving away every month a new 
and popular novel with } 
each edition). 


Offers 


Subscribers 


to its Advertisers for 18901, 


2 for I. 
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A New Word for 
the Dictionaries. 


(MOMINLEVED: 





rm CKINLE Y—to raise, 


| — 
ness, 
| 


Past participle of the transitive 
to advance, 
to increase. 

This word, which will probably be found in 
forthcoming dictionaries, is composed of the 
word McKinley, with the 
“ed,’’ denoting that which 


Gaelic or gall-ic 
participial ending 
is gone—especially up. 

Merchants and others using our premiums 
are said to have ** McKinleyed their busi 
Their sales increase and profits grow 
Goods boomed with our premiums are 


McKINLEYED STOCK. 





Don’t you want to know what we have to offer? 


HIGH VALUE at low prices, and PROTECTION 


In circulation, combining the circulation of 
the News (daily and weekly, established in 
1871,) with that of the Sun (weekly, established 
in 1877, daily in 1886,) the two having been 
consolidated in 1889, and the rates of adver 
tising remaining the same as those of the 
News alone. 

Send for free 
formation. 


sample copies and other in 


THEY COVER THE STATE 


1847 


EVENING 


~ Wisconsin 
M 


WEEKLY 


99 


raukee 
N. Y. Office 


10 Spruce Street 


H. EDDY, Mg’r 


CIRCULATION LARGEST & BEST 


of the right sort, for we do not allow our prem- 

iums to be sold, retail or wholesale. Premium 

particulars TO ANY ONE who is interested in 
————— 


increasing retail or wholesale business. 
EMPIRE PUBLISHING COMPANY 
66 & 68 Duane St., New York. 


ST, LOUIS 


Journal of 


Agriculture. 
A Weekly Farm Paper, published 
St. Louis for past 25 years. 


We wssue 41,000 Copies 
to paid subscribers weekly. 


We 
and will prove it in any other way, or we a 
no pay 

Postage 
CULTURE 
and November, 


send sworn statements to this effect, 
sk 


JOURNAL OF AGRI 
months of October 


paid by the 
during the 


1890 


October, 1890. 


Srd... = pounds. e600 
10th..... eves 
* ith 

23rd.... 

th 


Oct. 


November, 1890. 
1269 pounds - 
4210 


Nov. _ 6th 


rates, address any of the 


agents, or 


Journal of Agriculture, 
ST. LOUIS, MO, 


For advertising 





PRINTERS’ INK. 


THE TEACHER, 


A Monthly Journal of Education and 
Pedagogy ’ 


| During 1891, will reach every person in 
| the U. S. employed in any department of the 
work of Education. The circulation is guar 
anteed to exceed 50.000 copies each 
issue, and THE TEACHER is the most highly 
accredited journal in its field. 


RATES: 


Per line, nonp., each insertion. .& 40 
ee I i sodccpsecctus 1.50 
column (10 inches)......... 40.00 
page (3 cols) -.. 120.00 


DISCOUNTS 


‘on continuous insertion: 8 months, 10 per 
cent.; 6 months, 15 per cent.; one year (10 


1 O O months), 25 per cent. 
z aint 


And it’s a mighty good little jobber. Publication Day, the 15th. 
Chase 9x13. Put one in your busi- Copy is not usually received after the 5th, 
but for January we shall hold forms till the 


ness—it will PAY. Do your own 
9th. Address— 


work. 


KELSEY PRESSCO., THE TEACHER, 


MERIDEN, CONN. 3 East 14th St., N.Y. 





American Newspaper Directory 


FOR 





IF YOU AIM TO GET 
1890. [Bat ae 4S 


Twenty-second Annual Volume. 











Fourteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS, 


This work is the source of information on 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors, | 
Politicians and the Departments of the Gov- 
ernment rely upon its statements as the 
recognized authority. 

It gives a brief description of each place 
in which newspapers are published, stating 
name of county, ae pee place, etc., ete. 

It gives the names of all Newspapers and 
other Periodicals. 

It gives the Politics, Religion, Class or 
Characteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the a opame. 

It gives the Size of the Paper. 

i gives so eee Stee. B Y SUBSC RI B | N G FOR . 

t gives the Date of Establishment. 7 l 

It gives the Circulation. OR ADV ERTISING IN 

It gives the Names of all Papers in each Ul Fs W 4 q “ 
County, and also shows the geographical lh { 4H) 0S t Ol 0 st. 
section of the State the County is located in. 

It also contains many valuable Tables and hy BUSINESS. FINANCIAL& FAMILY 
Classifications. e NEWSPAPER 


ent to any address on receipt of price, by 
GEO. P. ROWELL & CO., 
PUBLISHERS, 
revepeaee Advertising Bureau), 
» Spruce St., New York. 








PRINTE 


Men Who Write Ad's 


Once ina 
great 
while 
need an 


' Idea 
asa 


starter. 


If they subscribe to The American Ad- 
vertiser they will have ideas to spare. It 
tells how to advertise successfully, and fur 
nishes ready written advertisements, suited 
to any line. It is helpful to those who write 
their own ad's, to newspaper men who write 
ad's for customers, and to advertisement de 
signers and compositors. 

PUBLISHED MONTHLY. 

$2 a Year, 
with a premi- 
um of Twe 
Advertising 
Cats. 81 for6é 
Months’ trial 
subscription. 

Sample copy 
20 cents. Not 
a waste word 
in it. 


JNO. K. ALLEN, 
559 The Rookery, 


The Largest Order for Advertising 


Ever Given in the World by a Single 
Advertiser to a Single Publisher ! 


ALLEN’s LisTs 


receive an order for advertising amounting to 
TWENTY-ONE THOUSAND 
SIX HUNDRED DOLLARS! 


No other publisher will receive this line of ad- 
vertising, because, as the advertiser states: 
“There exist no other mediums good enough 
and strong enough to carry it.” 

Honest count ns! Results to advertisers 
win! High quality of circulation wins! All- 
round merit wins! ALLEN’S LISTS have been 





and are paying their patrons better than any | 


other general advertising mediums in America. 

That is t ) ! 
LARGEST patronage of any General Acvertising 
Mediums in America. 

OrFicr or R. W. SEARS, } 
MINNEAPOLIS, Minn., July 29th, 1890. § 
E. C. ALLEN, Esq., Augusta, Maine, 

Dear Sir—I have this day made a contract with 
Charles H. Fuller’s Advertising Agency for five 
thousand lines in the advertising columns of 
Allen’s Lists, to be used in twelve issues of same, 
commencing September, 1890. 

ve, as you know, advertised to a considera- 
ble extent for years, using all the best advertising 
mediums. I have had phenomenal returns from 


Allen’s Lists. According to their cost they have | 
not only paid me better, but immensely better, | 


than any other mediums, and it is for this reason 
that I am now able to patronize them so exten- 
sively. This heavy amount of advertising of five 
thousand lines in twelve issues will be given to 
no other publisher and will appear in no other 
mediums, for the reason that ex ence 
demonstrated that there exist no other mediums 
good enough and strong enough to carry it. 
Very truly yours, R. W. SEARS, 


CHICAGO, ILL. | 


he reason why they are receiving the | 


RS’ 


INK. 


We Want You 


to know that the best paper in Jersey 
City is the Avening Journal. It is 
founded on solid merit, backed by 
ample capital and conducted with hon- 
est enterprise. The fact that we have 
gained the largest circulation in Hud- 
son County (see Rowell’s Directory for 
1890) proves that our claims are more 
than empty boasts. 


You Want Us 


The leading daily in such a place as 
Jersey City cannot be overlooked by 
any general advertiser. The Avening 
Journal is the home paper of the peo- 
ple. All advertisers who deal with us 
are treated firmly yet courteously. We 
make it a point to see that our patrons 
get the worth of their money, so far 
as we can accomplish it. 


Daily Circulation, 


12,350. 


THE EVENING JOURNAL, 


Jersey City, N. J. 


“LECTROTYPES 
FOR CANADIAN 
ADVERTISEMENTS. 


THE INCREASE 


in duty on above makes it more 
profitable for advertisers to have 
their Electrotypes made in Can- 
ada. The 


7 
NATIONAL 
ELECTROTYPE AND STERE- 
OTYPE COMPANY OF TO- 
RONTO make a specialty of this 
class of work, and arrange with 
advertisers for the mailing (or 
express) of their electrotypes di- 
rect to newspapers throughout 
the Dominion. 
iPRICES 
are as low as similar work can 
be done for in the United States. 
Intending advertisers will find it 
to their advantage to correspond 
with this firm. Address 


THE NATIONAL ELECTROTYPE 


has | & STEREOTYPE COMPANY, 


23 ADELAIDE STREET, 
| EAST TORONTO, ONTARIO. 





2 


AW la hl 
COMFORT, 
With its National Circulation of over 
500,000, is the 


5 








that draws all advertisers to its columns. 
Are you in it? Published by the 
GANNETT & MORSE CONCERN, 
Augusta, Maine. 


TOO MANY REPLIES 
It is not often that we receive com- 
plaints from our advertisers, but under 
date of Dec. 13th, A. Spiers writes, in 
sending change of advt.: ‘‘ I am get- 
ting too many replies from Comrorr.” 
We do not wish to dury any one, but 
would advise our customers to keep 
plenty of clerical on hand when using 
It is a great 
Not only attracting advertis- 


CoOMFORT’S columns. 
puller. 
ers, 
business to them. 


but is a great force in drawing 


PRINTERS’ 


INK. 


Just 
Think 
of 
it ! 


5-line advertisement 
Inserted 
in 
7,042 Newspapers 
for 
$200.00. 





Address 

GEO. P. ROWELL & CO'S 
Newspaper Advertising Bureau, 
10 Spruce St., New York. 








If vou WISH 


to Advertise 
Anything 
Anywhere 
AT Any time 
WRITE TO 
GEo. P. RowE.Lt & Co. 


No. 10 Spruce Street, 
NEW YORK, 





PRINTERS’ 


A BOLD DISPLAY. 


Preferred Position, Next to 
Reading. 


TRIFET'S MONTHLY 


\. Galaxy of Music. 


sf 
Om 
. 
i | AS an average circulation of about 

20,000 copies monthiy, which 
is the largest circulation of any musical 


A It 


trade journal, but a family magazine as 








s BOSTON, MASS. 


publication in America. is not a 


valuable to advertisers as Peterson's, 
‘class’ publi- 


Demorest’s, or similar ‘ 

cations. 
ADVERTISING RATES: 

one insertion, $ .15 

three insertions, -40 

twelve insertions, 1.20 


Per agate line, 


No advertisement inserted for less than 


50 centseachtime. Preferred positions 
25 per cent extra, 
F. TRIFET, Publisher, 


Boston, 


408 Washington St., 


SOME 
ADVERTISING 
AGENTS 
have said that we give the lowest 
rates to be obtained on Home-Print 
Country Weeklies. 
WE THINK 
THIS MAY 
BE TRUE! 
Absolute proof that 
charged for has been done is fur 


nished each customer by showing 
one copy of each date of papers on 


our bills. 


NO PAPER SHOWN, 
NO PAY REQUIRED. 
Who offers more satisfactory proof ? 


Netson (HEsmand 


NewspaperAdvert 


Business Office, 1127 Pine St.. St. Louis. Mo, 
Branch Office, 54 Beckman St. New York City. 


INK. 53 


There are two classes appealing to 


advertisers. One as agent-m«e 


the other as expert-writers 


vertiser pays both parties 


ness 1s pecul ar in coml 


features at the cost of 


tisements are prepare d al 


inserti 


minimum cost It i 


advertising 


that something 


pe p 


nothing lo the sceptical we will 


‘ollection leaflet swir . ae 
a collection of leafl« giving partic u- 


lars and specimens of Some 


of them have been de 


ing to become classic 
Correspondence invited 


HERDERT BOOTH KING & BROTHER, 


ADVERTISING AGENTS, 








292 Broaoway, New Yor« 
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INK. 





Paint Pointer. 





Would you like to place advertising signs on the side 


walls of Drug, Liquor or Gro 


cery Stores, with an agreement excluding competitors from the same privilege ? 


THAT WOULD BE A GOOD THING, WOULDN’T IT? 


It would be still better if the tradesmen agreed to take their 
advertised, thus opening an immediate and permanent market 


If your article is first-class in its line, we can do this for you. 


yay in the article 
or your goods. 
We control the advertising 


on the walls of over 2,000 retail stores in New York, Brooklyn and Philadelphia alone. 


Address as above. — 


AN INTRODUCTION "1 


ABCDEF»G@ 


| brought us in so much business that 


FROM | 


“ Pearline.” 


= aa teal | 
| 


New York, Dec. 13th, 1890. | 
| 


Mr. 


Dear Sir:-—We know 
busy, but just a minute to introduce 


Mr. O. J. 
deal—in 


you are very 


Gude. He has done a great 


fact, all our fence and wall 





advertising (pictorial), and we have 
found his productions bright and satis- 
He thinks he has some ideas! 
We 


you will put him in the way of getting 


factory. 
which would interest you. trust 
attention for same. 
Yours very truly, 
JaMEs PYLE & SONs, 
(Dictated by J. T. P.) 


with ‘‘H"’ we are compelled to call 


HALT! 


Hundreds of people have 
many out of mere 
We 


for a time. 
replied to our ads., 
curiosity, many more in earnest. 
made 


Happy HITS 


for dozens of people, and are satisfied 
that all were satisfied with our 


HELP. 


You would be satisfied too if you were 
of theirnumber. There is yettime. If 
you desire to make 


HANDSOME 


profits from your business in ‘gr, let us 
get up your advertisements and you 
may reap great 


HARVESTS. 


Write, stating your business, to 


0. J. GUDE & 60., 


GENERAL ADVERTISERS, 


/13 Sixth Ave., New York City, 


JOHN 8. GREY, 
Literary Department. 





PRINTERS’ INK. 


Fr, WESEL MFG. CO. 


MANUFACTURERS AND DEALERS IN ALL KINDS OF 


Printers’ Materials 














General Supplies. 
st 


COMPLETE OUTFITS FOR NEWSPAPER AND JOB OFFICES. 
% 
Send Six Cents Postage for 112-page Illustrated Catalogue, 
the Most Complete Book out. 


1z1 SPRUCE STREET, - - NEW YORK. 


THE LATEST IMPROVEMENT IN ELECTROTYPING 


Is THE 


Iron Ribbed Metal Back 


For N ewennpet Advertisers. 





The Strongest and Lightest Metal Electro known. 
The -O-0 


Saves money to the consumer in first cost, pos :¥ nd durability 


1 04 
Postage - - -} Semana 166. 4 oz, to the inch, 
(3 B RID... ccccccocsccsccces. © — j 


lt ising sma all Gon ribs the whole surface of the ad. | ~ a ridged wate the metal 
ed gre -atly reduces the weight a aae ont Es tima ~] turnis whee apt plics 
Reference— “Geo. P Rowell & Co. + 4 Patented and 4. —y abe 


Ww. T. BARNUM “& CO., New Haven, ne. 

















PRINTERS’ INK, 


Not Every Advertiser 


Can profitably use THe Curistian 
Union. It is not cheap. It declines 
many orders. It protects its readers. 
It has one price. 


The advertising business of The Christian 
Union has increased more than thirty per 
cent in 1890, as compared with the pre- 
ceding year. 


The fourth cover page will be sold only in quar- 
ters for 1891. They are in the market for the right 
customers. 

The Christian Union, 30 Lafayette Place, New York. 


A Prize of $25.00. 


Readers of Printers’ Ink should compete 
for the $25.00 Prize offered by 


ART IN ADVERTISING, 


an illustrated monthly for business men. 

Full particulars will be found in the current 
issue, which will be sent for 10 cents. Per- 
haps you know something of Art in Adver- 
tising ; if so, you may want a year’s subscrip- 
tion ($1.00). 

No samples or deadheadism of any kind. 
Address at once, 


ART IN ADVERTISING CO., 
35-37 Frankfort St., New York. 

















PRINTERS’ INK 


Are Your Advertisements Well Displayed ? 
No one who has written advertisements has failed to suffer at the hands 
of the printer. Most of us are at a distinct disadvantage, because we 


are unfamiliar with the technical names of the types we wish to use. 


have a Little Book 
which supplies this information. It contains (besides some hiats upon 
the art of displaying advertisements generally) an adequate selection of 
types, each with its technical name. You can with its aid instruct your 
printer, instead of being left to his tender mercies. 
have also a Clever Paper, 
published monthly, entitled ArT IN ADVERTISING, well illustrated, full 
of suggestions and matter interesting to those who use printers’ ink 
It is not a trade papér—brighter than that, we hope—but a journal which 
discusses matters with the utmost freedom. 
PRICES. 
rhe price of ART IN ADVERTISING is $1.00 a year, the price of the book is 25 
cents ; you can have the book, and the paper for three months for 40 cents ; or 
the book and the paper for one year tor $1.10 
ART IN ADVERTISING CO., 


35 FRANKFORT StT., NEw YorkK CITY 


CTIVE 
To Reach CTUAL Advertise in 
GENTS 


The Agents’ Guide 


ABSOLUTE CIRCULATION, 60,000. 














Entirely among Agents and Canvassers, or 


people interested in the Agency business. 


PUBLISHED MONTHLY. 

If you have any goods to sell through Agents 

this is the proper medium. Send for sample copy. 
THE AGENTS’ GUIDE, 


®. 0. BOX 2033. 122 Nassau Street, New York. 





PRINTERS’ INK, 


The Turning Point in a man’s business is frequently the 
advertising. If it is done brilliantly it is at once a mighty influ- 
ence for good. If it is done slovenly—if you hand your card to 
the publisher with the request to “make it up from that ’’—rest 
assured the result will be accordingly. It is economy to put a 
little time and effort into advertisements. 

I solicit correspondence from all who are interested in good 
sketches with bright reading matter. 


H. C. BROWN, 35 & 37 Frankfort St., New York. 


Pictures in Colors, 
FOR ADVERTISING PURPOSES. 


By a New Method of Color Printing a faithful reproduction of any desired 
subject can be made, and so faithful in representation that in reproducing an 
oil painting the grain even of the canvas can be seen. 

The product of this new method is superior to lithography or any other 
process. 

The excellence and cost will be a surprise to those who advertise by means 
of Lithographs. The following speaks for itself : 

Orrice oF Se_mar Hess, Publisher, / 
93, 95, 97, 99 Prince St., New York, Dec, 19, 1890. | 
Mr. Ruopes, President: There was a gentleman in to see me yesterday who is very 
fond of hunting, and when he saw the picture of ** The Two Pointers” he nearly wanted to 
take it by main force with him, so much did he like it. Now, 1 would like to know if | can 
purchase from you one of those prints mounted, but not framed, so that I may present him 
with a copy of it, and how much you will charge me for same. SELMAR HESS. 

To show the excellence of this new method, we will send any party inter- 
ested a copy of the picture, ‘‘ The Two Pointers,” by mail for $1.00. The 
amount may be sent in stamps. The picture of ‘‘ The Two Pointers” is a 
faithful reproduction of an oil painting by a celebrated artist, representing two 
hunting dogs ready for the word ‘‘go.”” It is well worthy of a good frame. 

Correspondence invited from those wanting reproductions of Oil Paintings, 
Water Colors, Photographs, and all kinds of designs for advertising or other 
purposes. Fine catalogue work and the illustration of all kinds of books from 
manuscript a specialty. Also newspaper and advertising cuts furnished on time. 

PHOTO-ELECTROTYPE ENGRAVING CO., 
Nos. 7, 9, 11 New Chambers St., 
J. E. RHODES, President. New York City. 





PRINTERS’ INK. 


TWENTIETH CENTURY PUBLISHING CO., 
4 Warren Street, New York City. 


Gentlemen-- 
The two insertions of our adver- 


tisement in the Twentieth Century have 
brought us more responses than any 
other advertisement of equal cost. We 
take pleasure in inclosing check in 
payment of bill and will patronize you 


further. 
Yours very truly, 


Chas. L. Webster & Co. 


Publishers of the “ Library of American Literature,” a $33 set of books.) 


‘4 wet be. N ™ ‘ WHO have not already done so, should 
4 4 
4d wu S address the 
RE NINE Se NE 


AMERICAN BOOK COMPANY 


for its Catalogue ot over 2,000 School and College lext-Books No 


progressive Teacher can afford to be without this list, because 


(1.) It is the Jargest and most varied \ist of School Text-Books ever 
published 

(2.) The books represented in this list have been prepared by educators of 
wide reputation for talent, scholarship and school-room experience 

(3.) Every department of instruction from the Primary School to 
University is represented in this list 

(4.) The latest improved and approved methods in school-room we 
have been recognized and ably pursued in the books of this list 

(5.) The advantages of having so large, varied and popular a list to 
select from will be recognized and appreciated by every teacher who is looking 


for the dest text-books. 


A complete Catalogue will be sent to any address on application to the 


AMERICAN BOOK COMPANY, 
NEW YORK: CINCINNATI: CHICAGO: 
806 and 808 Broadway, 137 Walnut St. 258 & 260 Wabash Ave. 





PRINTERS’ INK. 


THE QUEEN COVERS CANADA. 

Tue Finest ILLUSTRATED, THE BesT PRINTED AND THE Most POPULAR 
FAMILY PUBLICATION IN CANADA, ‘The following condition may be inserted 
in every advertising contract made with THE QUEEN. 

“OVER 40,000 CIRCULATION EACH MONTH OR NO COUNT.” 

CHE PUBLISHERS OF THE QUEEN EXPEND More Money For NeEws- 
PAPER ADVERTISING THAN ALL OTHER CANADIAN PUBLICATIONS COMBINED, 


COMPETITION 


= 
z. 
= 
< 


TURNER, 


SHETLAND PONY 


The following Statement has been made, sworn to, and forwarded 
Messrs. George I. Rowell & Co., publishers of the American Newspap« 
Directory: 

Messrs. Gs > Rowe. & Co., Publishers American Newspaper Directory, New York City 
GextLemen: The actual paid circulation of THe CANADIAN Queen for the past three 
months has been as follows: 
October, 29,676. November, 33,780. December, 39,420. 

This is a correct report of the circulation of THe Canapian Queen for the past 
three months, an1 is made for the purpose of being placed on file in the office of The Amer- 
ican Newspaper Directory, a id securing an accurate and exact circulation rating ia the next 
issue of that annual, During the pat month we have placed on our yearly subscription 
books over 200 new paid subscriptions daily. The circulation for January, 1891, will in my 
opinion exceed 45,000 paid subscriptions. 

rAINSH, Jx., MaxaGe? SusscerieTion DEPARTMENT 

The QUEEN reaches ninety per cent of the Good homes of Canada, and no 
advertiser desiring to cover this territory can afford to omit using its columns 
ior ISqQI. 

Advertising rates, 20 cents per agate line each insertion; no reduction for 
time contracts. 


THE CANADIAN QUEEN, 68 Bay St., Toronto, Canada. 
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Koch's Lymph 


is a cure for consumption. At least that is what 
has been claimed for it. There may be some 
doubt about the effectiveness of the new Berlin 
remedy, but there is none whatever about the par- 
ticular kind of ‘‘Lymph” to which the publishers 
of the NATIONAL TRIBUNE desire to cal! your 
attention. 


Advertising Lymph 


is a cause of consumption—consumption of goods 
we mean. But in order to produce proper re- 
sults, it should be properly applied—through the 
NAIONAL TRIBUNE for instance. This is the 
great family newspaper published at Washington, 
D. C. Its strong point is its extensive circulation, 
the growth of 13 years. 


For Business Decay 


the competent physician will prescribe a generous 
application of advertising ‘‘Lymph” in the 
columns of the TRIBUNE. According to Rowell 
and all other recognized authorities the average 
weekly issue is in excess of 150,000 copies. The 
NATIONAL TRIBUNE is issued in regular news- 
paper form, and besides giving all the news o. 
interest to ex-soldiers contains so much general 
matter that it gains a reading from all the mem- 
pers of the family. If you are not already familiar 
with the NATIONAL TRIBUNE, it will be worth 
your while to look it up. 


The NATIONAL TRIBUNE, 
WASHINGTON, ‘D. C 
Branch Office, New York, 
66 Pulitzer Building. 











PRINTERS’ INK, 


[This cut is a full-size representation of the Paper-Weight Clock.) 


This is a trusty Little Clock and a conve- 
nient Paper Weight. 

We have made several thousands of them 
for advertisers, wHh a brief advertisement on 
the dial. 

Our first customer was the Spencerian Pen 
Co., whose card shows above, who took 1,500. 


We will furnish them to you by the hun- 


dred, with your special dial, for $1.10 each, 


or by the thousand for $1.05 each, net cash. 


Seth Thomas Clock Co.. 


20 Murray Street, New York. 








PRINTERS’ INK, 


SGP eee ee ee ee 
PROVED CIRCUIs ATION. 


TRADE MARK 


{he Saturday Blade 


$1.00 AGATE LINE GROSS), 


By W. D. BOYCE. 


150,000 Weekly 


Circulation proved by P. O. receipts. 


CHICAGO, ILL., 116-118 DEARBORN ST. 
“Gone up” 3 Times in One Year. 


WEEKLY POSTAGE PAID 
For Chicago Saturday Blade from Jan. ist, 1890, to Dec. 15, 1890. 
January 4. $63 1 May 10. $100 = Septe mber 18. is 19 26 
-  - oc 65 66 - a - 101 
SBwwee 55 16 on. TTTTTT Te 108 95 = m. ° 
” 3 ober = eos 
10 
- 
110 15 21.. 
- 109 68 Saves 1 
106 30 . 8 
104 26 
106 63 
August 2. _— 14 92 Yecember ¢i 
y 32 e 1 


” ape 
3 


19 YEARS OLD. 
THE CHICAGO LEDGER. 


50 CTS. AGATE LINE GROSS), 


By W. D. BOYCE 
75,000 Copies Weekly. 


I have bought the LEDGER and placed it in the hands of 6,100 
newsboys and agents selling the BLADE. The BLADE is sold on 
Saturday, the LEDGER on Wednesday. 


EEE EE 8 8)S 2 22 2 ew) 








PRINTERS’ INK. 


The Tendency 
of the Present Time 


ts toward the employment by large advertisers of advertising ageicies 


is as desirable in the advertising department as 
mm any other branch of 


Economy 
i : a ocge andthe use of the fa- 
An Extensive Business , ath uo the fa 
ciltties of an agency 
or bureau produces the wished for results, if 
; smploved be capable of handling 1 an 
. re y emp ) ) } 
T he Agency efficient manner the arrangement and 


placing of the announcements. 


A Good Dea/ Depends upon the experience, 


ability, and good judg- 


ment of the agency-in-charge. 


The Robinson- Baker Advertising Bureau has 


the necessary require- 
ments, which are at the service of its clients, to be 
used for their advantage. 


Lists of desirable mediums for all branches of business wiil (« 
supplied upon application. Estimates and rates fur- 
nished for all publications of anv nature, upon request. 


Designs for effective announcements submitted for approval. 


ROBIN. ISON~BakE: [ 
| SOERTISAG BUREAU- , 
NUMBER | WEST 25! STREET: 


NEW YORKs. “« «ue 


James-A:Robinson, President, 
E-A-Baker, Treasurer 
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The Christian Advocate. 


ESTABLISHED 1826. CIRCULATION OVER 50,000 COPIES WEEKLY. 


She Christian Ndvocate represents the largest body of evan- 
gelical Christians on this continent. Published at the nation’s 
metropolis, its influence among the membership of the Church 
in every section of the country is very extensive. Its advertis- 
ing columns are under most careful supervision, nothing being 
admissible that is in any way offensive to the most refined taste 
or of the character of which there is any reasonable doubt. 


ADVERTISING RATES, 
1891: 
FIFTY CENTS PER AGATE LINE PER TIME, CASH IN ADVANCE. 


— DISCOUNTS 


On Orders for Space Used Within Period of One Year. 


200 Lines, or 
400 Lines, or 
6090 Lines, or 


° 
° 


and upward cent. 
and upward cent. 
WE UPWEIGE 6... .iivnes cent. 

800 Lines, or and upward cent. 
1,200 Lines, or and upward cent. 
2,500 Lines, or $1,250 and upward cent. 


PBRLLL 
BWR = 
000 
° 


ro) 
© 


Reading Notices following reading matter on 14th or 15th 
page, set in Agate solid and marked “Com.,” $1 per line per 
time, Net Cash. 

On advertisements of Educational Institutions or Situ- 
ations Vacant a discount of 20 per cent. from rates will be 
allowed. 

Situations Wanted !—Under this head we will insert 
advertisements (for any of our subscribers) for 30 cents per 
line per time, Net. 

Advertisements received subject to approva/, 
Sample copies sent on application. 


METHODIST BOOK CONCERN, Publishers, 
HUNT & EATON, Agents, 


WILLIAM BALDWIN, Advertising Dept. 
150 Fifth Ave. (cor. Twentieth St.), New York, 
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jommendations 


FROM 


Tp Ore 
Advertisers 
Sometimes don’t mean much, but 
when a successful concern like the 
Blair Camera Co., of Boston, who 
make the ‘‘ Hawk-Eye Camera”’ and 
advertise in a large list of high-class 
journals, state that out of all the pa- 
pers their adv’t was in this season 
they 
Received more returns from 


Public Opinion 








Than from any other medium, 
with two exceptions (and these 
two had larger adv'ts), 


It Means a Good Deal, 





aT Se 


PUBLIC OPINION is a handsomely-printed, forty-page 
weekly, published in Washington and New York, and the only 
journal in America of its kind. It’s a good kind, too, because into 
its pages are gathered each week the best articles from the leading 
periodicals of the world on all topics engaging public thought. 
This is why it is taken by intelligent people who want to keep 
up with the thoughts of the day. 


A FEw 
FACTS 
WORTH 
BEARING 
IN 
MIND. 


CIRCULATION? Well, we swear to over 23,000. 
RATES? They are reasonable; 20 cents a line is the 
basis, from which there are discounts for time or space. 


The Public Opinion Co., 
Washington and New York. 
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THESE ARE FACTS. 


It requires 





more 


CARRIERS 
to deliver, in the city of Nashville, 
THE DAILY BANNER 


than are 








necessary to 
deliver 
both the other city dailies 


COMBINED. 


In the city of Nashville the net average circulation 
of the Daity BANNER is 3,000 larger than the net 





average circulation of any other Nashville daily paper. 


The net average TOTAL CIRCULATION of the 
DaiLy BANNER is from 1,500 to 2,000 larger 
than the net average total circulation of 
any other Nashville daily paper. 





The net daily average total circulation of the Daity 
BANNER (copies not sold not included) for six months: 
For June, 1890, 7,443 For July, 1890, 7,476 
“pe, " Tee ** Sept., ‘““ 8,452 
‘* Oct., “ 9,069 ““ Nov., “ 9,259 
Daily Average for six months, 8,256 





We will give $500 to any one who can disprove that 
THESE ARE FACTS. 


BANNER PUBLISHING CO., 
A. L. LANDIS, JR., NASHVILLE, TENN. 


Business Mawnacer. 
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SALT 
LAKE 
TRIBUNE, 


ee 


THE REAL “ GIANT OF THE ROCKIES.” 


DAILY. SUNDAY. WEEKLY. 
Greater Circulation in Utah than any other two papers combined, 


Detailed Statement of Circulation for November, 1890: 
November 1 .. 6,850 COPIES. November 17 ...6,850 COPIES. 
ee ‘ 8,700 COPIES. os 18 6.850 COPIES. 
COPIES seeee see, 850 COPIES 
OPIES + «eee 4,850 COPIES 
‘OPIES ceveeee-B,85O0 COPIES. 
'OPIES. 22........6,850 COPIES. 


S50 « 
( ( 
( ‘ 
COPIES. ceevee S700 COPIES. 
ti ( 
ti | 

( 


7.450 
7,000 


PVSaS 


'OPIES. 6.850 COPIES. 
‘OPIES 6,850 COPIES. 
COPIES sineel ‘OPIES. 
COPIES ps menee baa COPIES. 
COPIES COPIES. 
COPIES ¢ 5 COPIES. 
‘OPIES ad COPIES. 


-- 
ss 


( 
COPIES. —s 
COPIES. | Total 215,285 COPIES 


Daily Average, 7,180 Copies. 


+o 


heh ph eh hh 
=; ea ae 
Sm we te 


wonsesed S,.600 





THE ONLY SEVEN-DAY PAPER between Denver and San Fran- 
cisco. Incomparably the best medium in the Rocky Mountain region. 


In Utah—The Largest Circulation. 
In Salt hae City—A Larger Circulation (delivery) than any other two papers 
printed in the city 

In the Territory of t tak The TRIBUNE is read by almost everybody that 
eeps posted on the world’s doings, and exceeds the Cir 
‘ulation of any other two dailies printed in Salt Lake 

Outside of Utah The. a has a larger Circulation than all the Utah 
lailies combined. 

In idaho—The TRIBU NE is more largely read than any paper printed there. 

In Montana—The ——_ —, nae a good healthy subscription list, steadily in 


ig. 
In Nevada—The TRIBU NE he a larger Circulation than any daily printed out 
side the State. 
In Wyoming—The TRIBUNE is THe morning paper for Western Wyoming in 
such towns as Evanston, Rock Springs, Green Run, &c. 


S. C. BECKWITH, 


Sele Eastern Agent, 
509 The Rookery, CHICAGO. 48 Tribune Bidg., NEW YORK. 
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~The Rural New-Yorker. 


SPECIMEN TITLE-PAGI 


> 





Standing at the head of the Agricultural Press, goes to every inhabited sectior 
of North America, and its readers are the leading men in their 


respective communities 
It circulates amon¢ intelligent Buyers | 


No one will pay $2.00 a year for THE RURAL NEW-YORKER without 


reading it closely. 





ADVERTISING RATES: 


Ordinary Advertisements, per agate line (14 lines one inch).....30 cents. 
1,000 Line erti ae 


agate line.. 
Yearly Orders, occupying 10 or more lines 
Preferred Positions 25 per cent. extra. 
Reading Notices, ending with “ Adv.,” per line, minion leaded 75 cents. 
Cash must accompany all orders for transient advertisements. 


ADDRESS—— 


The Rural Publishing Co., 
TIMES BUILDING, NEW YORK, 





PRINTERS’ INK, 


TROY PRESS 


TROY, N. Y. 


An Instructive Comparison: 
1888. 1890. 


Smatlest Circulation of Largest Circulation of 
any Daily in Troy. any Daily in Troy. 
Smallest Advertising Patronage. Largest Advertising Patronage. 


Largestand in fact ONLY 8-PAGE Daily in Troy 


HENRY O’R. TUCKER bought The Press two years ago, 
and the extraordinary growth of what is now the most 
valuable and vigorous newspaper plant in this section of 
country is entirely without precedent or parallel in the 
history of inland journalism. He has labored as indefat- 
igably to give The Press character as circulation, and 
accomplished his aim of making it a great Family Journal. 
While covering, in condensed and graphic form, all the 
news of the day, every issue is arranged with the view of 
including something of interest and importance to each 
member of the household. No matter of an objectionable 
nature is admitted in any circumstances. The columns 
are uniformly clean, bright and inviting. 

Business men know that an advertisement in such a high-toned 
home journal is worth three times as much as in a flash 
or low-grade daily of even equal circulation, The tributes 
constantly received from readers and advertisers alike 
justify the great expense involved in the evolution of the 
enterprise. 


Sample copies cheerfully mailed upon application, 
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Suppose Both of Us 








start the New Year aright. We don’t want to take 
your time or ours to talk about your advertising if 
there isn’t profit in it for both of us. There is profit 
in it for you if you have anything to sell which well- 
to-do householders need or should buy. You are right 
to advertise if you have the thing to sell and ata fair 
price. We are right to have your advertisements, 
because we have the papers that can help your sales 
in over 260,000 FAMILIES every week. For many 
years each of these papers, in its own denomination, 
has been doing its special work so well that it has 
gained and still holds the loving confidence of its 
readers. This is greatly to the advertiser's advan- 
tage. We protect the papers by seeing that its readers’ 
confidence is not abused. We protect the advertisers 
by saving expense in handling the papers, so that to 
cover our field there is no other way so easy, cheap 
and effective as to advertise in these favorite relig- 
ious home journals. We have rendered this service 
during 1890 to more advertisers than in any year be- 
fore. "WwW e tried to doit acceptably. We shall try to 
give better service during 1891. We know advertis- 
ing has paid some of our customers. Why should it 
not pay you? 

Write to us for fuller particulars, or, if 

you are consulting any good advertising 

agency ask about these papers: 





Sunday School Times, a The 
PHILADELPHIA. Price 
pramtores. Advertising 
utheran Observer. — > ale . —— 
~~ —.. Without Duplication Religious I ress 
ristian Standard. fc lati 
Presbyterian Journal. iad a go L 
oe JOURNALS 14 WEEKLIES A ssociation. 
Christian Instructor. Every Week 
Christian Statesman. Over 260,000 Copies Chestnut & Tenth Sts., 
Christian Recorder. - 
Lutheran. Religious Press . . 
BALTIMORE. Association PHILADELPHIA, Pa. 
Baltimore Baptist. ila 
Episcopal Methodist, ( Mutual Life Building.) 








The Best Test of a 
newspaper’s popularity 
j} and circulation is its 
advertising columns. 
THE CALL 
| Publishes the most ads 


PRINTERS’ 
THE 


INK. 


SAN FRANCISCO 


Morning Call. 


ESTABLISHED, 1853. 


NEW YORK OFFICE, 


90 POTTER BUI 


LDING. 





No Mushroom Growth 
About THE CALL 
Itis a sturdy Giant Oak 
of three decades! That 
is why it now averagesa 
thousand wantadsa day 








F. K. MISCH 


Eastern Manager. 


The Leading Newspaper of the Pacific Coast, in Circulation, Standing, ( *haracter & Influence 


THE GREAT FAMILY NEWSPAPER. 


SAN FRANCISCO, Nov. 3, 1890. 





STATEMENT OF CIRCULATION OF THE 
San Francisco Daily Morning Call. 
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5,350 
5,150 
54,950 
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5 
5 
5 
5 
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*57,950 


54,950 
54,900 
54,900 
54,950 
54,900 
55,150 
*58,150 


55,100 
55,350 
55,350 
55,300 


55,350 


53,950 
*56,950 
53,500 
53,550 
53,500 
53,550 
54, 100 
54,150 
*57,150 
54,100 
54,150 





Total 


| 1,724,950 


Daily Average, 


Total 3 


55,643 


months, g2 days : 


1,652,050 


55,068 


Daiiy average, past 3 months : - 


* Sundays. + Celebre 


Week Extras. 


ion 


| September. | October, 1890. 


1,688,800 


$4477 


5,065,800 


55,063 


S. F. CALL CO., Publishers. 


The CALL is not only c/ean, reliable and the dest paper, but its Advertising 
Rates are lower in proportion to circulation than those of any other San 


Francisco newspaper, 
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Actual Average Circulation: 
Daily, 55,063. Sunday, 57,742. 
Weekly, 22,846. 
THE CALL publishes the most “ Want” ads. 
and more Real Estate ads. than any two other S. F. 
papers. 














The proof of the pudding is in the eating. 


“os | Tl = 
Reac 11S 
J. J. OBRIEN & CO.—DRY GOODS. 
** Rely almost wholly on its columns.”’ 
San Francisco, Augusf 1, 189 
Having been a continuous advertiser in the Ca// for nearly twenty-five years, we be- 
lieve we can judge correctly as to its merits. Result and observation satisfy us that it circu 
lates in the home circle to a greater degree than any other Newspaper printed on the Pacific 
Coast. This is so confirmed that we rely almost wholly on its columns for whatever part of 
success in our business is dependent upon Newspaper advertising 


And This 
ROBINSON & KNOX,.—GROCERS 


* The Caé/ the only paper.” 


J. O'BRIEN & CO, 


San Francisco, August 1, 18q 
Since 1884 we have used the daily papers to advertise our two grocery stores, We had 
no prejudice or preference and gave each an equal chance. Asa business propusition we 
were, however, compelled to drop one after another when the want of sufficient returns 
proved to us that the investment was unprofitable. The Cad/ is now the only paper in which 
we steadily publish our price lists, and the results are always highly satisfactory to us 


ROBINSON & KNOX 
And This 


G. H. UMBSEN & CO.—REAL ESTATE AGENTS 
‘The Cad/ the Best 
San Francisco, August 1, 18% 
We consider the Ca// the best newspaper, as an advertising medium, on the Pacific 
Coast. We receive more applications therefrom for the purchase of real estate than from all 
the other newspapers combined, G. H UMBSEN & CO 


Also This = 
r, WARD & CO.—EMPLOYMENT AGENCY. 
**Only Paper Used by Us.” 
San Francisco, August 1, 18 


Our employment office was started in 1859. Since then we have constantly used the 
columns of the Cadi to fill our orders. At present it is the only pape " ~*~ - by us, as we find 
R. 


that it is only necessary to advertise in the Cad/. VARD & CO. 


Therefore, 


If you want to reach the homes of the people in California, 
ADVERTISE IN 


The San Francisco Call. 


A pamphlet containing many more such testimonials from leading adver- 
tisers will be sent on application to 
NEW YORK OFFICE, F. K. MISCH, 
90 POTTER BUILDING. Eastern Manager 
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PRINTERS’ INK 


TO PUBLISHERS: 


Any publisher of a Newspaper who desires to educate his patrons on the sub- 
ject of advertising, with a view of causing them to become more liberal advertisers, 
may subscribe for a limited number of copies of Pxinrers’ Iyk, to be sent to 
designated names, and may pay for their subscriptions by inserting an advertise- 
mert of Geo. P. Rowell & Co’s Advertising Bureau, in full settlement at his 
schedule advertising rates, without discount or commission. Publishers wishir 
to avail themselves of this offer may address Printers’ Ink, No, t 
New York, stating the number of subscriptions desired. 


>pruce St 


} 


OR some time PRINTERS’ INK has issued the proposition reprint 
ind in response to it, during the week ending December 20 


scribers for PRINTERS’ INK were sent in by the following 


publishers 


Defiance, Ohio, Republican Express. 


Kingston, N. Y., Leader. 
Houston, Tex., Post. 
Streator, Ill., Free Press. 
Muscatine, Iowa, Journal. 
Sandusky, Ohio, Register. 
Danville, Ky., Advocate. 
Cleveland, Ohio, Star. 
Hudson, N. Y., Republican, 
Monroe, Mich., Commercial. 
La Grange, Ind., Standard. 
Joliet, Ill., News. 
Seymour, ind.. Democrat. 
Callicoon, N. Y., Echo. 
Muskegan, Mich,, Chronicle 


Topeka, Kans., 


San Luis Obispo, Cal., Tribune 
Burlington, lowa, Hawkeye 
Brooklyn, N. Y., Standard-Union 
Tilsonburg, Ontario, Liberal 
Memphis, Tenn., Appeal-Avalanche 
Marblehead, Mass., Messenger 
seatrice, Neb., Express. 
Ellicottville, N. Y., Post 
Clyde, Kans., Argus. 
Carrollton, Mo., Democrat, 

East Sumner, Me., Garden Notes 
Chicago, Ill., Young Ladies’ r. 
Winston, N. C., Western Sentine! 
I'roy, N. Y., Press. 

Topeka, Kans,, Capital. 

Farmer. 


following letter represents an appreciation of 


ryt 
publishers of 


PRINTERS’ INK 


ive in 


mind ;: 





THE BEST COUNTRY WEEKLY IN CALIFORNIA 


Messrs. Geo. P. Rowell & Co., 
10 Spruce St., New York. 
Dear Sirs: 


THE COURIER, 
Petaluma, Cal., 
December 18th, 1890. 


Your card *‘ to publishers”’ caught our eye, and 


if agreeable to you, we would be pleased to have you mail copies 
of ‘* Printers’ Ink’’ to the following firms doing business here, 
according to your proposition in ‘‘ Printers’ Ink,”’ for which we 
will insert an advertisement of your Bureau of two inches and 


] I 


paid-up yearly subscription for PRinTERs' INK. 


come 


they learn more about advertising the tendency is to make them larger advertisers. 





a quarter for one year: 
Hale Bros. & Co., 
Petaluma Incubator Co. 
Palmer’s Shoe House, 


Dinwiddie, Brainerd & Co., 


Great Bargain House, 
Golden Eagle Milling Co., 
Geo. C. Codding, 

and Yours, respectfully, 


THE COURIER. 





will be observed that the 


These people feel complimented by receiving as a New 


better 


every newspaper in America 


Petaluma 


informed on the subject of advertising and more 


should 


Courier sends the names of the 


dozen persons living in Petaluma who are most interested in advertising 


g 
They read the paper ar 
interested 


subscribe for six 


ypies of PrinTERS’ INK for a year, the circulation of PRINTERS’ INK 


rise immediately to more than one hun 
lirection is so marked that the publishers of PRINTERS’ INK take 
to announce that, for the purpose of preventing the overcrowding of 
idvertising space, the rates for advertising will be increased to 50 cents a line 


and $100 a page. 


red thousand. The ten 


lency in 


The new rate to go into effect with the first issue in February. 








Year's presen 


complimentary 


this occasion 


its limited 
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For Thirty Cents 


W E HAVE A BOOK of 256 pages, in which is printed a 

list of about two thousand of the best newspapers of the 
United States and Canada, carefully compiled from the American 
Newspaper Directory. It gives Circulation Ratings, Advertising 
Rates ; also the population of important towns and cities 


For general purposes this book is of greater value to the advertiser than the 
complete American Newspaper Directory,in which are catalogued more than sev- 
enteen thousand periodicals. To every person who contemplates advertising this 
book will be found a valuable assistant. 

If advertising in the daily menapagens of New York City is contemplated, a list 
of the leading papers and the prices charged for advertising in them will be found 
on pages 88 and 89. 

The advertiser who wishes to issue his announcement to the people of the 
principal great cities like Chicago, Philadelphia, etc., will find on pages 92, 93 and 
04 lists of the best and most influential and widely circulated newspapers printed 
in every city having more than 150,000 population. 

He who would appeal to a constituency in the great towns and smaller cities, 
will find between pages 9 and 106 a list of the very best papers in every place 
having more than 20,000 population. 

Most persons, even when contemplating extensive advertising, have in mind 
using no more than from a dozen to twenty newspapers in a State. Commencing 
on page 108and ending on page 169 there will be found a catalogue of the best local 
newspapers in every State, Territory, District and Province of the United States 
and Canada. From this list is omitted no place having a population greater than 
5,000, if a paper is issued there having a circulation rated by the American News- 
paper Directory as exceeding a thousand copies a week. The best paper in every 
county seat having a population of 3,000 or more is also included, provided a paper 
is issued there having the requisite circulation. In connection with this list it 
will be well to read the statement of the method adopted for its compilation, as 
set forth on page 108, 

If an advertiser decides that he will advertise all over the country, but will 
use but one newspaper in a State, he may find on pages 172 and 173 a list made up 
to exactly suit his purpose. 

The advertiser who wishes to reach every section of the country by using a 
few papers with wide-spread general circulation, will find on page 205 a list suited 
to his purpose. If he would confine his announcements to the communities of 
New England, the Middle, the Southern or the Pacific States, or to those in the 
North or Northwest or in the Dominion of Canada, he will find on pages 202, 203, 
204 and 205 lists intended to cover each of these sections. 

If he believes that only papers of the very largest circulation are suitable for 
his use, he will find catalogued between pages 208 and 215 all the best dailies, the 
great weeklies, all the prominent Sunday papers, all the leading monthlies ; in fact, 
a complete list of all American periodicals to which the American Newspaper 
Directory accords a circulation rating of more than 25,000 copies; and against the 
name of each paper is set down the rate charged for inserting advertisements. 

If the advertiser will use only those periodicals that are issued in the interest 
of a class, such as the religious papers or the agricultural, or such as are devoted 
to the cause of education, sports, fashions, medicine, temperance, architecture, or 
specially devoted to the wants of women, or the household, or American papers 
printed in foreign languages—he will find between pe 231 and 246 choice selec- 
tions of the best publications of every class that will generally be found sufficient 
for his purposes. If, however, he should wish a complete catalogue of all of the 170 
different sets of class publications enumerated on the inside of the back cover of 
the American Newspaper Directory, he must refer to that publication, where he 
will find them catalogued, each class by itself, covering 52 pages of solid agate 
type set in double column, and enumerating about 5,000 separate class newspapers 
and periodicals, together with the circulation rating of each. 

If the advertiser desires to use some of the various lists of the so-called co- 
operative newspapers—" the patent insides "—which make up a combination of 
more than 6,000 village weeklies, he will find the names of the separate companies, 
together with the advertising rates, all set down between pages 249 and 251. 

On page 282 is a table showing the number and frequency of issue of all the 
newspapers and periodicals published in the United States and Canada. 

The advertiser in search of bargains—who wishes to make an experimental 
investment of a small sum of money—may turn to page 218. If he would try the 
story papers, the first combination is best for his purpose. Has he faith in the 
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use of the high-class magazines? then the second combination is first rate. If 
he wants to see what will be the result of adver tising in a thousand little country 
yapers, the third proposition is best. Would he try the agricultural papers that 
1ave the greatest issues, then the fourth proposition will suit him. If he wishes to 
reach children or their mothers, then the proposal at the head of page 219 will meet 
his views. The second combination on that page offers the great political week- 
lies; the ‘third the great religious weeklies; the fourth is a proposition peculiar to 
itself. If he is anxious to so arrange his e xperiment that the result may be imme- 
diate, he should try the combination on page 217. 


Would the advertiser confine his experiment to combinations of papers circu- 
lating exclusively in the States where they are issued, he should examine the list 
commencing on page 175 and ending on page 199, whe sre are set down the names of 
many papers in many States, and a lump price given for inserting a small adver- 
tisement for a short time in each combination at e large discount from schedule 

rates. 


On pages 221 to 230, inclusive, isa considerable list of a pretty fair class of daily 
papers issued in many towns and cities all over the c ountry from which an adver 
tiser can make a selection from fifty papers at a price very much below the pub- 
lisher’s schedule. 


The advertiser who will devote two hours to a careful examination of this 
book will generally find in it nearly all the information that he requires to enable 
him to perfect his plans. 


The advertiser who wishes to use all, or nearly all, of the papers of acounty or 
a State, or nearly all in several States, must resort to the complete American 
Newspaper Directory, full particulars concerning which are set forth on_page 
253. If it is intended to transact the proposed advertising through our News- 
paper Advertising Bureau and contracts are to be made by the year, it will be 
wellto carefully read the plan for placing contracts intended to cover a Stats 
or section of country, asset down on pages 10 and 11, and in that connection it 
would also be well to read on pages 16 and 17 the consideration of causes which 
exert an influence on the prices which a newspaper publisher will demand for the 
insertion of an advertisement. 


All the newspapers named in any of the lists or combinations given in this 
book will be found to be selections from the Preferred List printed between pages 
27 and 8. Whoever examines that a § sarefully will find that the intention to 
name the best paper in every-place, and all the best papers, has been well sustained. 


The total edition of all the newspapers catalogued in this book is more than 
enough to place a paper regularly with every family in every State and Territory. 


A 10-line advertisement can be inserted once in all the publications named 
between the covers of this volume for about $2,000, but $100,000 will not insert a 
very large advertisement in them all for so long a period as three months. 


If after having care fully examined this book the advertiser decides that he 

requires our services for the preparation of an advertisement, he is requested to 

carefully read page 13, where it is set forth that “A good adve rtisement is the 
Soundatlen-cteae of an advertiser's success. 


If he wishes to make up a list of papers and submit his advertisement to us for 
an estimate of the cost, he will do well to turn to page 11, headed: “ You shall 
have exactly what you want,” and read what is set down there. 


If the amount of advertising wanted is small and the advertiser is particular 
that the expenditure shall be kept within narrow limits, he is advised to refer to 
page 23 and note the suggestion made there. 


Our services are paid for by a commission allowed to us by the publishers; but 
when an advertiser prefers it we are willing to place his advertisement in the 
papers on the best terms we are able to procure, and require the advertiser to pay 
the exact net price that is acce pted from us by the publisher, deducting for every 
concession gained by spec ial rates or the agent’s commission, and charging the 
advertiser for our service a reasonable fee, to be arrived at by a percentage added 
to the cost or an outright round sum to be fixed in advance and by agreement. 


When requested to do so, we receive and forward advertisements for any 
specified newspaper in any town, city, county or State of the United States or 
Canada. 


This book, 256 pages, is sent postage paid to any address for thirty cents in 
stamps. 


Address 
Geo. P. RowreLt & Co., 


Newspaper Advertising Bureau, 


10 Spruce St., N, Y, 
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Miscellanies. 


The man who cheats his printer 
Out of one single cent, 

Will never reach the neavenly land 
Where old Elijah went. 


He'll never gain admittance there, 
But be by demons driven, 

And made to loaf his time about, 
Outside the gates of heaven. 


He'll never meet a pleasant face, 
Or see one festive grin ; 

His only chance of happiness 
Will be almighty thin. 

Sitka Alaskan, 

A Plant that Never Wants Watering 

A printing plant.—/udy. 

Pie doesn't produce the best types of 

printing office the best types of 

Boston lTranscript. 


Che poet wrote: “*T send you my 
fused in the crucible of t! rought. 
**I beg to refuse it. 


but ina 
ften produce pi. 


men, 
nen < 


latest poem, 
The editor wrote: 
Detroit Free 
Poet’s Wife—I see 
the paper of a man who 
food for forty-five days. 
Poet—What line of 
affect ?>— 7owsn Topics. 


A New York paper says that ‘ So- 
ciety’ in that city is disappearing. From 
the newspaper illu strations of New York ** Su- 
ciety,” the ck lothe s of the female portion of it 
seem to have already disappeared to a consid- 
xtent.—Norristown Herald. 


/ ” ss. 


account in 
without 


an 
has done 


literature does he 


erable « 
A gentleman, advertising for a wife, 

It would be well if the lady were 
a compe tency sufficient to secure her 

grief, i in of ere 
companion,”’—H tock 


said: ** pos- 
sessed of 
against excessive case 
occurring to her 


Can.) Sentinel, 

Lady (looking for a cheap suburban 
home)—Mercy on me! You advertised this 
as a Swiss cottage. It’s nothing but a hovel 
What is there Swiss about it ? 

Agent (with dignity) You 
madam, that the cow-stable is 
ment.—/udge. 


‘Most people,’ 


will observe, 


in the base- 


Says a contemporary, 
seem to think a rumor is like a subscription 
list ; every time it comes to them they add 
something to it and pass it along to the next.’ 
Wrong. Adding something to a subscription 
list is what most people don’t do.—Norris- 
town Herald, 

First Small Boy—We’ll play Africa. 
I'll be Stanley, an’ I'll go ahead with Jimmy 
an’ May inter the jungle, and you'll be the 
rear guard an’ stay behind. 

Second Ditto—But what'll we do? 

‘Do! Why, you jest write a whole pile of 
letters and di’ries, an’ say I’m no good, an’ 
den fight wid each other, see! ’—Boston 
eler. 


Trav 


Degenerate Boston.—Boston Librar- 
ian: Ah, ha, my little man ; another big book, 
ch? Well, well, you are a genuine prodigy! 
That's the way o Massachusetts statesmen 
are made Do you read them all—every 
word ? é 

Codwalter McBean—No, sir. I 
home and sit on them at table. 
Sun. 


take them 
New York 


** What do you think of Job? 

“I think,” replied the quack, ‘that he 
would have got more patients if he had adver- 
tised.”—Z£x, 


The newspapers are forev er speaking 
of ‘*the blushing bride.’’ Well, when you 
reflect upon the kind of husband not a few ot 
the brides marry, you cannot wonder that 
the y should blush.— Boston Transcript. 


‘My barber told me a very funny 
story this morning,” said Smithers. 

**T judge from the condition of your face it 
was illustrated with cuts,” put in Wiggles, 
Brooklyn Life. 

First Reporter—You would never 
take that t Il, distinguished-looking man in 
the dock to be a bunco swindler, would you ? 

Second Reporter—Why not? He has an 
im posing appearance.—/ester. 

Mrs. Grubbs—Here’s an article in 
the paper headed ‘Daring Robbery of a 
Woman.” I can’t see anything daring in it. 
rhere were two robbers and only one woman. 

Mr. Grubbs (gloomi'y)— Perhaps she was a 
married woman.—L//e. 

An Untimely Visit.—Irate 
Is the editor in? 

Editor (rising to a height of six feet four 
inches)— He is. 

Caller—Ah! I'll call 
a Epoch. 

A Utica paper thinks that ‘‘ south- 
ward the course of education takes its way,” 
because a Missouri town advertises 
teacher who will thrash gi:ls as well 
In most of our school days the thrashing used 
to take place in the neighborhood of the equa- 
tor.— Woedstock (Can.) Sentinel. 


He—Do not these inspired verses 
fill your heart? Do they not give you an un- 
defined longing for something ? 

She—Yes, they do; they fill me with a long- 
ing for something to induce you to glide out 
before our dog breaks his chain.— 7¢ras Si/t- 
ings 

Editorial Badinage.—‘‘ What fault 
have you to find with my ‘ occasional verses?’ ’ 
asked the author of the unacceptable com- 
muni ation. 

“Sir,” replied the able editor, ** I find only 
one fault with your occasional verses—they 
are not nearly occasional enough.’’—/dy. 

that you 


“Oh, Sophy! I hear 
kissed Mr. Rondo, the poet, in the conserva- 
tory last night.” 

“Um-m-m !” 

**Tell me. What was it like?” 

“*Well, he has a very pronounced literary 
taste.” — The Whip. 

Dealer—You ought to buy some 
these Christmas numbers of the weekly 
pers. They are unusually fine this year. 

Customer—I don’t see that they are any 
better than the regular issues. 

Dealer—But, my dear sir, look at ail the 
extra advertising you get in them.—A merica. 


Seedy Actor—You stated in your 
paper yesterday that the great tragedian, Mr 
Sock-Buskin, had just returned from a suc- 
cessful starring tour. 

Editor—Yes, I believe we did. 
anything wrong about it ? 

Seedy Actor—Yes, and I wish you'd correct 
it. The word “ starring” should have been 
* starving.” —/udge, 


Caller 


some time when he’s 


oe 


ior a 
as boys. 


of 


pa- 


Was there 
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You shall have exactly what you vant 


It is quite possible that the advertiser who 
writes to us for information about the cost of 
a specitied line of advertising may be of the 
opinion that it will be wiser to transact his busi- 
ness by direct contract with publishers or is uncer- 
tain about the advisability of doing it at all. For 
every such person who specifies the territory he 
wishes to cover and furnishes a list of the papers 
that he wishes to use, we are at all times willing 
to prepare an | estim ite setting forth in detail the 

ates circulation rating of each 
||| paper, the publisher's 
schedule price for the 

service required, and also 

a statement of our own 

opinion as to what sum 

would be a low price to 

olfer to each publisher 

for the service required. 

We will also, if it ap- 

pears to be desirable, 

add a higher price be- 

¥*—~ <=} yond which in our opin- 

a “= | jon the advertiser ought 
not to consent to pay. For preparing such an 
estimate we will charge the advertiser a fair 
and reasonable fee in full payment for our ser- 
vices, and he will be under no obligation to 
employ us further, but at full liberty to make 
any use of the estimate that to him seems 
good. He will have bought and paid for the 
information, it will have become his and he 
may do with it whatever he sees fit. 

Address GEO. P. ROWELL & CO. 
Newspaper Advertising ‘Bureau, 
10 SPRUCE ST., N. Y 
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Eighteen Ninety One. 


During the coming year I shall talk to the readers 
of Printers’ INK once a week through this 
page. I shall call to their attention a list of 
‘“‘ Newspapers of Known Circulation ”—journals 
which are leaders in their respective fields and 
which are all desirable advertising mediums. 

It will cost five thousand two hundred dollars to do 
this, or $100 an issue—you can figure down 
how much money each one of these words 
represents, 

Will it pay? 

The essentials of successful advertising are to 
‘‘advertise the right thing in the right place at 
the right time in the right way.” I am con- 
fident I have the right thing. Time will 
show whether the other conditions are equally 
favorable. 

Following is a partial list of papers mentioned, every 
one a first-class, fully equipped newspaper—| 
will not accept the agency of any which is not 
of the highest grade. 

Omaha Bee. Boston Herald. 

St. Paul Pioneer Press Springfield Republican. 
Kansas City Star. Seattle Post-Intelligencer. 
Rochester Democrat & Chronicle. San Francisco Report. 
Toledo Blade. Utica Saturday Globe. 


Buffalo Times. The Three Telegrams. 
Pennsylvania Grit. 


By the way, you ought to keep your eye on this 
page. I shall try to make it as interesting as 
possible,—perhaps you may get some new 
ideas. 

So much by way of introduction. Next week | 
begin. A. Frank RICHARDSON, 


Trisune Buitpinc, New York. 





